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The American Marketing Asso- 
jation thinks “distribution” should 
be used as a synonym for “market- 
ing,” but it will have a hard time 
kelling the idea to the Advertising 
Distributors of America. 


The prize for the most intriguing 
promotional headline of the month 
woes to the Star Weekly of Toronto 
for its gem, “How to meet girls 
nder the right conditions.” 


The Scotch Whisky Association 
is opposed to calling any whisky 
Scotch unless it was distilled in 
Scotland, and first thing you know 
entucky distillers will be starting 
h movement of the same kind. 


Gladys the beautiful receptionist 
bays she sees an advertising cam- 
maign is being started by a shingle 
nd shake association, and she 
upposes the product is especially 
ecommended for the hurricane 
ountry. 


‘ 


seen 
“Cut distribution costs still more, 
ood chains told.” 
“Don Francisco defends costs of 
mistribution.” 
Is there an umpire in the house? 
see 


“If you were president of A & P,” 
sks John A. Hartford, “what 
would you do to make your A & P 
s better place to shop?” 

Maybe Carl Byoir might be able 
0 offer a suggestion or two. 


If Pepsodent’s drive for a place 

the field for its new Rayve 
roduct is as successful as George 
maege hopes, the market for some 
Sener home permanents may be 
ss permanent than planned. 


After hearing some of the debate 
m the free-versus-paid contro- 
ersy at the ABC convention, some 
bbservers thought the publishers, 
f not their publications, ought to 
be controlled. 


Walter Hovey is a brave and 
dventurous man. With Chicago 
hewspaper advertising directors 
ll around him, and a new Bonwit 
eller store going up on Michigan 
hve, he asserted that business 
men don’t spend enough for 
dve vtising. 
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W man’s Home Companion has 
‘ve 1 advertisers who have been 
n tte book during all its seventy- 
lve years. Probably started on 
f. ontracts. 


aan 
M nhattan Soap thinks “The 
E tra. ge Romance of Evelyn Win- 
frs’ has played out after a four- 
far run, 
Th -y usually do. 


Ha ry Truman may not be 
lect: 1 President of the United 
‘ate but he has certainly had a 


ree ae Cory Cus 
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Direct Mail's 


Need Urged on 
Insurance Admen 


WASHINGTON — More than 200 
members of the Life Insurance 
Advertisers Association meeting 
here last weekend were advised 
to step up use of direct mail in 
dealing with agents, employes, 
policy holders and prospects. 

In a “shotgun blast,” George P. 
Shoemaker, general agent for 
Provident Mutual, New York, went 
so far as to suggest elimination of 
national advertising in favor of 
special mailings and individual 
community effort in support of 
field agents. 

W. D. Moliter, director of sales 
for Edward Stern & Co., Phila- 
delphia, said that direct mail must 
no longer be treated as “a small 
brother of the advertising meth- 
ods.” Citing its value in building 
markets that will be effective 10 
and 20 years from now, he said it 
should be used “to educate the 
prospect and the customer in the 
benefits that may accrue from the 
use of the product or service ad- 
vertised; but it is also directed to 
schools and institutions to build 
acceptance for the product among 
children who will be the market 
of tomorrow.” 


ws Alan M. Kennedy, public rela- 
tions director of National Life In- 
surance Co., Minneapolis, was 
elected president. Others elected: 
H. A. Richmond, Metropolitan 
Life, New York, vice-president; 
T. H. Tomlinson, Bankers Life Co., 
Des Moines, treasurer; R. W. 
Archer, Southwestern Life, Dallas, 
secretary, and Frank L. Schiorring, 
Columbian National Life, Boston, 
editor. 

A welcoming speech by C. Rus- 
sell Noyes, Phoenix Mutual, re- 
tiring LIAA president, congratu- 
lated life insurance admen on 
their emergence from “the back- 
room” to executive status. Re- 
porting that advertising is now 
widely accepted as a tool of insur- 
ance management, he said the in- 
dustry generally is to be praised 
for the progress that has been 
made. 

Vincent B. Coffin, vice-president 
of Connecticut Mutual—speaking 
for “management”—saw a “glo- 
rious opportunity” for admen “to 
make intelligible this far too tech- 
nical business of ours.” 

(Continued on Page 61) 


The Readers 


have a field day this 
week in ‘Voice,’ Page 
54. Other features: 


a Ee. Pe Mee 12 
Advertising Market Place............ 52 
Creative Man's Corner............... 60 
Department Store Sales.............. 28 
EE Ae Ga be acini spc e 606.069 Gi 12 
Getting Personal .........cccccccces 42 
Information for Advertisers........... 12 
tm Washington .......ccccccccccces 36 
i. sk Saiad.cctvrosentade 66 
Photographic Review ............+++ 5 
Teleradio Man's Corner.............- 24 
You Ought tc Know...... acitaeie . 40 
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NEW—Full-page ads in Life, the New York 
Times Magazine, The New Yorker and the 
Saturday Evening Post introduced Ron- 
son’s latest product, the Penciliter. The 
introductory drive, through Cecil & Pres- 
brey, includes television announcements 
and plugs on Ronson’s Mutual program, 

“Twenty Questions.” 


With Ruppert, 
Biow Expands 


to $30,000,000 


New Yorx—Last week the ad- 
vertising account of Jacob Rup- 
pert Brewery was awarded to 
Biow Co., the company’s selection 
from the 44 agencies bidding for 
the account. 

Biow will take over the $1,600,- 
000 account, resigned two weeks 
ago by Lennen & Mitchell, today. 
The brewery is currently the 
seventh largest in the country, 
with production of 1,943,000 bar- 
rels in 1947. 

It was Biow’s latest in a string 
of major recent acquisitions, dur- 
ing which the agency has added 
accounts whose aggregate billing 
is probably between $5,000,000 
and $7,000,000. 

Last September Biow got Schen- 
ley’s new blend, Sir John Schen- 
ley. It represented an expansion 
of the Schenley liquor, wine and 
gin billings the agency already 
had. 

(Continued on Page 64) 
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Butler Warnsthe ANA 
On Magazine ‘Readers’ 


Admen Studying 
Magazine Trend; 
Newsstands Off 


Half of 84 Magazines 
Down from ‘47; Total 
Net Loss is 365,000 


New YorkK—Hottest subject for 
discussion in advertising circles 
last week was the announcement 
by Ladies’ Home Journal that the 
circulation rate base was being cut 
back from 4,500,000 to 4,275,000, 
with a corresponding reduction in 
rates, plus rebates to advertisers 
for those 1948 issues which did not 
equal the former base (AA, Oct. 
25). 

The reduction changes the space 
rate for a black-and-white page 
from $12,900 to $12,255, for a two- 
color page from $15,000 to $14,250, 
a four-color page from $17,500 to 
$16,625 and fourth cover from 
$22,500 to $21,375. 

The space rate reduction does 
not bring the magazine’s rate down 
to where it was before October and 
back to February, 1947. The basic 
page rate was $12,000; the $12,900 
page base had been announced 
last April to take effect with the 
October issue. 


m Advertisers generally cheered 
the Curtis action, as evidenced by 
the laudatory comments at the 
ANA magazine committee meeting 
reported elsewhere in this issue, 
but other publishers were chary 
about commenting on the situation, 
most of them preferring to con- 
fine their comments to the sugges- 
tion that such moves were likely 
to be governed by individual situ- 
ations. No other publisher was 
(Continued on Page 67) 


Last Minute News Flashes 


Waltham Ads Celebrate 33,000,000th Watch 


WALTHAM, Mass.—Waltham Watch Co. 


is releasing a magazine 


campaign celebrating the production of its 33,000,000th watch. Copy 
appears first in Life and The Saturday Evening Post, will spread to 
a larger list of magazines as the holidays near, and the space will be 


moved up from pages to spreads. 


The company also uses selective 


radio. Kastor, Farrell, Chesley & Clifford is the agency. 
All-out Mfg. Corp. Names von Zehle 


New YorK—All-out Mfg. Corp., 


manufacturer of All-out fire ex- 


tinguishers, has appointed William von Zehle & Co., New York, to 
handle its advertising. The account was previously handled by Albert 


Frank-Guenther Law, New York. 


Telechron to Have Special Yule Promotion 

ASHLAND, Mass.—Telechron, Inc., a General Electric affiliate, will 
launch a $75,000 Christmas promotion for electric clocks with a spread 
in the Dec. 6 issue of Life and full pages in December issues of the 
Ladies’ Home Journal and The Saturday Evening Post. N. W. Ayer & 


Son, Boston, is the agency. 


Gould Succeeds McKean at PoPAI 


New YorK—J. Kingsley Gould, former advertising manager of Jacob 


'Ruppert Brewery, will join Point of Purchase Advertising Institute 


Nov. 1 as executive secretary. He succeeds Norman McKean, who will 
join Kay, Inc., New York display company, on that date. 
(Additional News Flashes on Page 65) 


Sees ‘Audience’ Trend 
Forcing Advertisers 
to Pay ‘Heavy Price’ 


New York—Ralph Starr Butler 
took a long, hard look at “total 
audience” or “multiple readership” 
studies of magazines—as conducted 
over the last decade by Life and 
currently by Look—and proceeded 
to warn advertisers of the “danger 
of a potential and important loss 
that. will accompany an increased 
use” of such figures. 

Addressing the 39th annual meet- 
ing of the Association of National 
Advertisers, this white-haired dean 
of advertising—for many years a 
leader in both the 
ANA and the Au- 
dit Bureau of 
Circulations, who 
retired last year 
as a _ vice-presi- 
dent of General 
Foods Corp.— 
said: 

“Try to ima- 
gine a time when 
all or most com- 
peting magazines 
will supply such 
figures. The publications then will 
have two different kinds of cover- 
age measurement ...the sober, re- 
liable and relatively small ABC 
figures of audited, paid circulation 
[and] the much larger, spectacular 
and impressive figures of multiple 
readership.” 


Ralph S. Butler 


a Mr. Butler feared that “the more 
spectacular figures will be increas- 
ingly used, and the more sober 
ones will to the same degree fall 


A complete report of last 
week’s ANA meeting, giv- 
ing details of all sessions will 
be found in this issue, with 
stories and pictures on Pages 
2, 6, 26, 43, 45, 48 and 52. 


into disuse ... This is the poten- 
tial loss which I fear is the price 
buyers may have to pay for the 
use and encouragement of multiple 
readership figures. It would be a 
heavy price indeed.” 

He emphasized that the adver- 
tising world should not “regard 
with complacency either the par- 
tial or complete use of substituted 
figures (for ABC audits) derived 
from an arbitrary definition of a 
reader—figures that provide no 
measurement of reader interest in 
a publication . . . and which in- 
evitably bear such a questionable 
relation to accuracy that they can- 
not and must not be accepted for 
rate making and rate quoting 
purposes.” 

Other dangers in such figures, 
Mr. Butler declared, are “to place 
emphasis on quantity rather than 
quality of circulation” and to force 
the editor to edit, “not for a specific 
audience, but for an approximation 
of a universal audience.” Maga- 
zines would tend to have “a uni- 
form editorial policy” and ad- 
vertisers would have less choice 

(Continued on Page 62) 
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Don't fall for ad men 


Sample Video 
Costs Reported 
at ANA Meeting 


New Yorx—Broadcasters will 
continue to absorb most of the 
cost of television equipment, stu- 
dios, cameras, network links, etc., 
until the medium has grown suf- 
ficiently to make it a normal frac- 
tion of the cost of delivered cir- 
culation, Frank Stanton, CBS 
president, said last week. 

Speaking during the evening 


Copy That SELLS! 


who say results must be 
slow, gradual. Copy is 
good only if it sells... 
and fast! 


Box 7155, Advertising Age 
100 E. Ohie St., Chicage 11, tl. 


video session at the Association 
of National Advertisers’ conven- 
tion, Mr. Stanton gave prospective 
sponsors a clear picture of com- 
plete program video costs, exclu- 
sive of time charges. 

As examples of live telecast 
expenses, covering talent, writing, 
direction, rehearsal time, sets, 
props and agency discounts, he 
cited: 

“Philco Television Playhouse” 
(NBC), $10,000 for one hour 
weekly; “Ford Television Theater” 
(CBS), $20,000 for one hour 
weekly; “Actors Studio” (ABC), 
$7,020 for 30 minutes weekly 
(NET). 

“Winner Take All,” 30-minute 
audience participation, $1,730 per 
broadcast; “Toast of the Town,” 
one-hour variety, $6,975 per broad- 
cast; “We the People,” a dupli- 
cated program sponsored by Gulf 
Oil on radio and television, $1,800 
additional production costs for 
television. 

Brooklyn Dodgers football, seven 
games, $28,000; major horse race 
from Belmont Park, $1,200 for 


rights and $1,200 for pick-up and 
commentator; Beau Jack-Ike Will- 
iams fight rights, $6,000; Louis- 


Walcott fight rights, $100,000; 
Doug Edwards 15-minute news- 
reel, $800 daily. 

“The Case of Eddie Drake,” a 
30-minute film mystery, carried 
on five East Coast CBS stations, 
costs the advertiser $2,500 for a 
single release and $2,000 per show- 
ing if the same episode is used 
twice within a year, the Columbia 
executive said. 


s Explaining that the most signifi- 
cant differences between radio and 
television programming are in the 
number of persons and time in- 
volved in production, he pointed 
out that the Ford radio theater 
requires a crew of ten people in 
addition to the cast and orchestra 
and the Ford television theater 
an additional crew of 40. 
Sylvester (Pat) Weaver Jr., 
vice-president of Young & Rubi- 
cam, advised advertisers to get 
into this “show business medium” 
now. Of the 36 clients listed by 


dy 


TYPEWRITERS & HAIR TONIC—C. H. W. 

Ruprecht of Underwood Corp. and J. 

Ward Maurer of Wildroot Co. hold a 

between-sessions conference at the As- 

sociation of National Advertisers conven- 
tion in New York, 


the New York office of Y&R, ten 
are current video users and 13 
others are considering specific pro- 
posals of one kind or another, he 
said. 

“The most powerful video com- 
mercials are usually high-budget 


Since 1888, we've been delivering a gift 


with every Flower electro—and it goes by 
the name of Quality. 


It’s a Gift, because you pay no more, kind 
for kind, when you order your electros 
from Flower. 


If it’s service and quality at its best 
you're after, buy... 
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film announcements,” Mr. We: ve; 
said, “but we believe them - ¢| 
worth it . . . though the cost pe, 
new convinced customer rem in; 
unanswered for any medium.’ 


s Speaking from the spon: or; 
point of ‘view, Howard Chae pip 
director of advertising of Gen :rq 
Foods Corp., predicted that t le. 
vision—the closest approach t 
simultaneous mass home den op. 
stration conceivable—may pro vide 
new and additional circulatioy 
without materially affecting o he; 
media. 

“Video enables you to show yow 
product in action in the home 
while the family is relaxed ani 
attentive—a _ situation that eve 
the best house-to-house salesmap 
rarely finds,” Mr. Chapin said 
“However, the advertiser must ex. 
ert extreme caution. A custome 
in that mood will be just as sensi- 
tive to bad selling as to good.” 

Sam Cuff, consultant to Allied 
Stores Corp., urged manufacturer; 
to film open-end programs ani 
announcements for the use of re- 
tailers, who are willing and abl 
to pay the time costs but who have 
neither the talent nor funds avail- 
able for program production. 


ws An adaptation of the “five. 
times-a-week continued story’— 
presumably radio’s soap opera— 
was foreseen by Niles Trammell, 
NBC president, who said such : 
video series could be produced 
relatively economically with littl 
change in scenery. 

“The Fred Allen Show,” “M 
District Attorney,” “The Aldrict 
Family” and “One Man’s Family’ 
also could shift to television wit! 
a few minor changes, the NBC 
president continued. But whet 
carried simultaneously on radi 
and video, programs must b 
slanted more to video than audio 

Background information on thé 
number of stations and networks 
now on the air and due on the ai! 
within the next few years, and th¢ 
television audience and its rea 
tion to the medium, were provided 
by Frank Poppele, president of th 
Television Broadcasters Associa 
tion; Fred Kugel, publisher, Tele 
vision Magazine, and Dr. Thoma 
Coffin, of Hofstra College, Nev 
York. 


Emerson Names Fishbein 
Edward Fishbein, formerly 
operative advertising manager an 
assistant sales promotion manage 
for Emerson Radio & Phonograp! 
Corp., New York, has been 4 
pointed manager of the Emers0 
Television Service Corp. 


Schedules Ad Exhibit 

The 14th annual industria! an 
advertising exhibit sponsored » 
the Greater Buffalo Advertisin 
Club will be held at Hotel Statle 
Buffalo, Nov. 1-5. 
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Commissioner Freer 
Resigns to Reenter 
' Law Practice 


WasHINcTon — An unexpected 
opening developed in the ranks 
» of the FTC last week with the 

announcement that Commissioner 

Robert E. Freer is resigning to 

reenter private practice of law. 

Father of two sons and two 
Mr. Freer said his 


“reluctant” resignation in mid- 


term is dictated by the need “to 
devote future earning capacity to 
the creation of financial security 
for my family.” 

His resignation means that 
least two FTC posts will have to 
be filled when Congress reassem- 
bles, as Commissioner Garland 
Ferguson is serving by Presiden- 
tial appointment without sanction 
of Congress. 

Commissioner Freer, a Republi- 
can, has been serving a term which 
continues, until September, 1952. 

In announcing his resignation, 


JAMA 


BINDERY CO., Inc. 
SUPerior?-5105 


PORTFOL Be 
~ DIE-CUTTING © , 
. PAPER and BOARD bbe 


SELIN 


he voiced protest at the $10,000 
salary for FTC commissioners. “It 
should not be necessary to labor 
the point,” he declared, “that 
many government officials, espe- 
cially those of us with family 
responsibilities, find it impracti- 
cable to continue in positions 
where a salary scale established 
many years ago—in 1914 for FTC 
commissioners—has remained un- 
changed in the face of 1948 living 
costs.” 

He was appointed to the com- 
mission in August, 1935, while 
serving as special counsel for the 
Senate interstate commerce com- 
mittee, and was reappointed in 
1938 and 1945. During the past 
year he has served as FTC chair- 
man. 


GM Newscast Moves to ABC 


General Motors Corp., Detroit, 
will move the Henry J. Taylor 


INTEREST—Listening to F. S. Whittaker, Manchester Guardian, at the National New.. 


paper Promotion Association's conference, are William Block, co-publisher, Pittsburgh 
Post-Gazette, and Sumner Collins, promotion manager, New York Journal-American, 


newscast from Mutual to ABC 
starting Dec. 20 at 8:45 p.m., EST. 
Kudner Agency handles this 15- 
minute weekly commentary. 


e New: Ole 


OWNING AND OPERATING RADIO STATIONS WTPS AND WIPS FM 


For Cavrmen 


The amusement people of New Orleans will tell you that 
no other combination of advertising media helps build as 
great a B. O.*(box office) as the Times-Picayune States com- 
bination. This combination will be used powerfully to build 
extra box office in New Orleans for "The Loves of Carmen." 


Yes, The Times-Picayune States combination is New Orleans’ 
most used, quick-action combination, building box office 
and cash register results “heavy in the black." 


A.M. 166,960 * Sunday 274,748 * P.M. 92,145 


Rita Hayworth as she appears in “THE LOVES 
OF CARMEN” ... A Columbia Picture 
. +. A Beckworth Production... 


nt 


N. O. Homes 
181,100 


Combined A.M. & P.M. City 
180,947 


Sunday City 
154,586 


TOTAL CIRCULATION 


3 mos, ending Mar. 31, 1948 


Color by Technicolor 


TIMES-PICAYUNE and STATES 


KMORNING 


oe SUNDAY. 


% EVENING 


MEMBER ANA Network 


REPRESENTATIVES: JANN & KELLEY, NC 


Coy Predicts End 
of Radio-Video’s 
Split Personality 


New Yorx—Sound broadcasting 
stations of the future will prob- 
ably be under the management of 
broadcasters who are not engaged 
in television operations, Wayne 
Coy, chairman of the Federal 
Communications Commission, pre- 
dicts. 

Mr. Coy advanced the opinion 
during an address here before the 
Radio Executives Club, which had 
a record turnout including most 
of the top executives from the 
four major networks. 

“Competition between the two 
media under a single management 
today must be of some concern 
to the broadcasters. As the number 
of hours of television on the air 
increases, that competition under 
a single management becomes 
more incompatible,” the FCC 
chairman said. 

“It’s a hard world that offers 
such a choice, but after all, it’s 
one of your own making. The 
scientists in the electronic field 
created this television thing. You 
broadcasters have nurtured it into 
being. And the price of such prog- 
ress is the difficult decision which 
you now face.” 


w Mr. Coy suggested better pro- 
gram service, particularly more 
attention to meeting the needs of 
the station’s local community, as 
the clue to survival for aural 
broadcasting. 

“Large areas of the country will 
be unserved by television, even 
seven or eight years hence when 
my imagination permits me to say 
that 1,000 television stations is al- 
together reasonable,” he said 
“Many cities and towns will! not 
have, through television, a medium 
for local expression. Aural broad- 
casting stations have a real field 
in this regard. FM is meeting this 
need. Some of its greatest success 
stories are being written now in 
communities up to 30,000 to 4),00 
which have never had any adi 
station of any kind and often have 


had to depend upon secor dary 
radio service.” 

In a speech of welcome t. the 
chairman and his associate 
the commission, Mayor Wi ‘ia™ 
O’Dwyer hinted broadly that Yew 
York would like a televisio li 
cense for educational usages 
P&G's Video Starts Nov. 5 

Procter & Gamble’s first 1¢- 
work television program on tart 
Nov. 5 at 9 p.m., EST, over’) 3C° 
East Coast stations. The 


“I'd Like to See,” will offer 4 
highlights of historic events. 
time, to be used for Ivory 
Duz and Crisco, was 

through Compton Advertisir 
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oe. Ory as a Two advertisements placed recently in the sport- 

sili ing goods retailers’ favorite trade journal, The 
ment fl Sa s Sporting Goods DEALER, netted The United Im- 
abel | Ze ; se oy Glee 2 ee eee on ’ port Company inquiries for a total of 80,000,000 
he air ngs Poche i Ser fish hooks... Such amazing response again dem- 
——« , rN a. onstrates the ability of The DEALER—Leader in 
i | —_— | the Field for half a century—to give advertisers 
outstanding results through a proven readership 


of more than 14,500 sporting goods accounts. 


it into fil . ' > | The Sporting Goods DEALER leads the 


i = field not only in advertising volume, ad- ™ O 
vertising results and editorial content, but 
; : also sets the pace through the sponsorship 
“r pro- a 4 . : 
: pa qq of leading sports weeks and outstanding 
eeds of promotions. 
lity, as ee 
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ry pe , — " | oO publication of the National 
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To Rutland, Gilchrist — 


Chas. Abel, Toronto, has named 
Rutland, Gilchrist & Clem, Toronto, 
to direct the advertising in Canada 
for the fotopack system of photo- 
finishing. The agency also has 
been appointed to handle the for- 
eign and domestic advertising of 
Regent Equipment Mfg. Co., Tor- 
onto, manufacturer of A. C. arc 
welders, high frequency welding 
equipment, fast battery chargers 
and motor tune-up test equipment. 


Plan to Localize 
National Drives 
Adds Subscribers 


New YorK—The Distribution 
Council of National Advertisers, 
Inc., meeting here last week with 
the ANA, announced that 26 
advertisers either have signed to 
participate or are already engaged 
in this plan to localize national 


os 


ABC a oe enane 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE 


Offers the advertiser more & 


for his dollar than any other vg 
AA 


* 101 PARK AVENUE 


NEW YORK 


campaigns by inserting the line 
“Call Operator 25.” 

Marshall Adams of Mullins Mfg. 
Corp., chairman of the board of 
the council, said that contacts have 
been made with 154 advertisers, 
66 agencies and 600 magazine sales 
representatives. 

Under the plan, the facilities of 
Western Union are employed for 
the line in national advertising: 
“Call Operator 25 for names and 
addresses of dealers and other 
local information.” 

Mr. Adams added that “over 100 
other prominent advertisers are 
known to be seriously considering 
the service as part of their 1949 
plans.” 

R. C. Folger, general manager 
of Western Union, described his 
company’s efforts to educate its 


425,000 employes on the plan. He 


called it “a terrific contribution 
to national advertising” and said 


that “Western Union is 100% 
behind it.” 
Among other things, Western 


Union has prepared a leaflet to 
train employes in the plan’s opera- 
tions. At 35 sales meetings in 
December the Distribution Council 
plan will occupy an important 
place on the agenda. 

The Distribution Council has de- 
veloped a new symbol embracing a 
phone and the “Operator 25” nota- 
tion which advertisers using the 
facilities will be urged to include 
in their copy. 


R&R Transfers McDonald 

Edward L. McDonald, account 
executive of Ruthrauff & Ryan, has 
been transferred from New York 
to the San Francisco office. 


‘ld rather be home reading The Bulletin’ 


It could be said by almost anybody in Philadelphia .. . for The 
Bulletin is the favorite newspaper with more than four out of five 
families in America’s third largest market. 


Because so many Philadelphians read The Bulletin—in the 
evening —in their homes — advertising messages get a careful, 
thorough reading. 


If you want to reach Philadelphians at the right time in the 
right place — remember, The Bulletin goes home — stays home — 
and is read by the entire family! 


In Philadelphia—nearly everybody reads The Bulletin 


Evening and Sunday 


Advertising Age, November 1, 19 8 


No Housework 
Today; Women 
Tune in WABD 


New Yorx—If New York tele- 
viewers aren’t aware that WAED 
(DuMont) begins its daytime pro- 
gram schedule today (Nov. !), 
they’ve nobody but themselves to 
blame. 

One-fourth page ads in most of 
the city’s dailies have carried the 
news. Not to mention the classified 
ads, of which these are typical: 
Lost—Dial tuning habit. Now 
watching Channel 5 exclusively 
all day long. 

Found—Daytime use for tele- 
vision set. All day programs on 
WABD, Channel 5, starting Nov. 1. 
Situation Wanted—Baby sitter. 
Competent, capable. Available 
daily Monday through Friday after 
Nov. 1, 8:30 a.m., WABD, Channel 
5. 


s During the past several days the 
station has carried a series of live 
announcements, featuring house- 
wives, children, taxi drivers and 
glamor girls all spreading the news 
about DuMont’s daytime programs. 
Short teaser previews of upcoming 
shows have been telecast. This 
week DuMont, through Buchanan 
& Co., will publicize its daytime 
attractions with small space ads on 
the radio-television pages of the 
Daily News, Herald Tribune, 
Times, Sun and World-Telegram. 
Among the programs to be fea- 
tured: Pat Meikle and Wilmer the 
Pigeon who helps her baby sit; 
Bill Slater, master of ceremonies 
of the “Picture Behind the Pic- 
ture;” and Dennis James, who 
presides over “Okay, Mother.” 


a WABD was set to begin the first 
regular full daytime programming 
in television’s history at 7 a.m. 
EST this morning. DuMont sales 
executives would not reveal the 
names of sponsors signed for daily 
programs, but Humboldt J. Greig, 
network sales manager, said there 
is enough time sold, as of Nov. 1, 
to cover the cost of the operation. 

Meanwhile, WCAU-TV, Phila- 
delphia, reports it is operating 85 
hours weekly, starting at 10 a.m, 
EST. Much of the time is taken up 
with what the station calls a “fly- 
ing spot scanner,” a device which 
provides a program of running 
ews reports, ticker-tape style, 
continuous time signals and hourly 
weather announcements. This is 
presented against a background of 
music from Columbia’s long-play- 
ing records. 


FC&B Names Wilkinson V.P. 

William A. Wilkinson has been 
named a vice-president of Foote, 
Cone & Belding, Los Angeles He 
has been with the Los Angeles o!- 
fice of the agency and its prede- 
cessor, Lord & Thomas, for the pas 
15 years. 


Oxtord Elects Walck 

Henry Z. Walck, vice-presi ‘en! 
of Oxford University Press, ‘ew 
York, has been elected preside’ t of 
the company. William M. Ona? 
and Walter T. Oakley have ce? 
elected vice-presidents. 


Simpson-Reilly Moves 
Simpson-Reilly Ltd., publis er 
representative, has moved its L° 
Angeles offices from the Gar iel¢ 
building to Suite 318, 170% W. 
Eighth St., Los Angeles 14. 


Always Dependable Quality and S 


Bee ha. Lik oe 
ENGRAVING COMPANY 
208 S. STATE ST. ST. JOSEPH, 


‘A ONE COLUMN CUT OR A 
COMPLETE COLOR BOOKLET 
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Largest fishing industry in 


the nation 


...tts America’s third largest market! 


America is moving West ... to stay! Out of the blue Pacific, fishermen 
draw over half a billion pounds of fine food fish every year and market 
their catch at Los Angeles. Receipts of fresh fish in Los Angeles top 
Monterey, New York or Boston. The great tuna and sardine canning 
plants further enhance the money value of food production in this area. 
Yet fishing is just one factor in the gigantic industrial growth which has 
established Los Angeles as America’s Third Largest Market. To reach this 
market, tell your story in The Times... largest home delivery in the West! 


CIRCULATION—ABC Audit Report for twelve months ending March 31, 1947: Daily, 400,811; Sunday, 747,862. 


LOS ANGELES & 


REPRESENTED BY CRESMER AND WOODWARD - NEW YORK, CHICAGO, 


4 
nal 


GET THE FACTS ON LOS ANGELES .. . NOW AVAILABLE 


The Research Department of The 
Times has completed a comprehen- 
sive survey of the Los Angeles 
market— including studies of popu- 
lation trends, sales analyses, buying 
habits, routes, etc. These valuable stud- 
ies are outlined in the booklet “Los Angeles 


s, 


bey .. 
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_J —City Without Limits.” Write The Times 
today for your FREE copy. 


98 : Ce ite tek ea a 
“f i ans SLE oni : gale Rete aS ° ie aS 
5 — NPs ee ii a A , oe 
R ‘ or ee acs Mee eae 7: je ee - a 
a ' - 4 i me amie wee “ 
sia ¥ Ps a a atin , Ree eta Mes! , i 
ae me] ee eS sels as w™ Pg 7 Sil aay a ch oe 
Cag * * oe Aone oe eee ‘ ee gia aie aces. {he =e 
fa _ ele Sea ae yd ) ee Se ae 
’ - ones. Gh, 2 meg ee , oo a. a e ae 
; - ut 4 _# “t. ‘ : . . >, i dS ii ae as . - ae . BS a ee oe ee et 
a s alt” wee { <a a om é ga wp a 4 “ieee alti — a ales cae ies tae ba eee TAS Ee Se Cu 
ge a — < . _ ae mc. — s i a ’ m ? ‘ ae aes gee ’ —— ! (Sa eB “ot - * 
vo a « ee se ob et sin om : orm — < — a eee lat 
: - a r <4 2 . > | 
rr. ~~. : ill oy ati: Se ‘ 3 = ics a e* “~ ‘eon ws — 2. — ee . . 
’ Pde : «af »* Pee’ 3 ~~ Mie mt . ‘ ‘i ign ‘ ee 
as. ms shan a = > 7 Sate . > - P —- a a : 8 
p) a = 7" * 4 ~~ # oo ~~ : — > “nines al tac, ; "" ot aie 
ED ied Mm < ‘ d : - - ~ ee - 4 a & Be = 
d “9. 9p et Nise <= 
“ 7 ew - % * . wo Pe Pats = ss 
D we P . =. . ” 4 st od - oo - “a > " — 
ToO- * , ee 5 oe .~ <a an'.9 i —* i “i vy al al s af . 2 ag mel 
1 «et ‘ Ml % — +" * ¥ ~~ oe i” oa a . ; ae Saar 
‘ : < 6 , So 
1), i 3 me < v. ~ e tt, Th. = ‘ ‘ws ‘ r% er Pg SS 
i - ber ¥ J - “ ’ a) 
; to ue *O ..9 A ) ae alla 2 a” tie ¥ A das a Sd ~~ _, ae . 
- a oo i * . * o<—— . - “e ™ é 4 
.* ‘ ae eee ots —<% Pe tg 
ee ae 5S - ihe * Pea me » BAN ‘ , ~~ : 
of Se . ; ~ ee — A . | , : ze 
th ae er bd - ,t “ ™ : aS 
7 e ’ - ite ee Mig as ivi A ae an ee _— a va F, , a pace 
ied & . a pai vase os il se vt ™ oo 
pal; Tg SS er ee fa Brera ar ee ae Set mee x = - 
ee ‘ ae pau ges, ae : E "eal 4 or ee OGRE Bree a id Pi re lee en ES . WH, ote ; ; es Per ts 
lo a, , cai pirat area ea paras ; ar OT ae i aia . bane Pr ee ra Z ‘ ™ i ye ae 
nal soa ie “case ae ty gen gee Bem ie eo Sy nai —_ ~ — me § 
‘ Meee i - Bess Rees, ey aio ile a - “or ee ea ae i fs a tee ya re ee a fhe eine sy hi 
asses ™ ae : es 6s cle cae shy hae - Bf 2 ae, cars aS iy j ; See ae ee ¥ ye 
ai ae . Si se Meat z ae: joni sala , or a pede : G5 ne Tye SY : ee ae a 
ele- a ae a a i : ae. ER me AT sa Pat dig ee ee ie oO "— 
ol ahi = / om ra P a 7 » at i ae a aa ae: 3k srr ¥, ae ASF are, rata cant. Tithe Pitas Cr: ~ aa s 
r. — Gee dia > ae eee a " _— Sea ey es Bm a & a 
t . peat ae , eS aS yw sf re Se” pe eyes «gee ‘a i ats 
ter, “Se Rf oul ay ai uae ; wae. a ae — “ So ¢ | 
bl t ae me oe 4 So4 cae wa Pao “aay 06 ee a : oe" eo "3 » re ba 
e : i * 4 i a Je ee tC: ¢5iee OS cee A oe a i a es 
ft * = Ks, a : : : ome, 0 si eg a ce sae - ers: ig het, ¢ rt tee 
e . 5 —" . ¢ a: . : far’ | tee Waite: teats ee Mega | a: a | ". a is, 
i ae i). ee leet wa Pia ill hg * ' ii 
ae oa PD ei oe % 4 arty am oe ue ai. we oe ae a Po ee a ae a =e. ie 
el os I ia BS aig A ee q oe ee ts ‘§ y PR egg ey aie ae <a ean on -— ene ehe - pee ee ee ks : alia! sce 
ae eee ie .. # ai tg ’ 4 sale P ; 4 el aes ‘ee ml a  « aie, ea = et — Ue ot ay ie Chugh. Puy — i Ph ; 
== Pare ie mets ie ae % as F, ce * 7 wae i * £ ns a es “fi - 4, leat Mm, eta: a aS ea a re be: si, SnD qe = « gt"! oe peri: on ‘2 4 $ ‘ 
— se — eo ‘ ‘ ‘ 3 eae ee a epee eS mee a aa eg aa: > <4 : 
a Ria wee i — , a" iy ae ’ , eo ; j ei oh ia he Cy as wo maa. oe eRe sm ds. ae Py : ; . 
ee ‘ett aces Bet 2 = oS : ‘>. Shee a es Fe & 2 2! 4 Bee aged a ae 2a or ei a Ss ig Pa: 1g <i Se . 
the a a ms a“ Pe ap Ps re ce * ; é iy, ii 4 ‘i ez _. ae ee. bons saad pane se a AA Qe mf. ee ‘i atl ° ane — 
ae LS 2. » ila me ~~ * : eo ’ .™ ? : % — : i: a g met aol, See 
i eo oan Sa Me * ‘ ‘ a See ‘ ie 
liv i A 98 et _ Pao - ‘ PA "4 2 7 * . i ne ee .. 3 i : iv Se ee ea 
e IIS 8 * — ' 7? << - ‘+ =. wae a 7 Sime 
— eer Be eee “ soy i =e ~~ a cee Bie e aes oe ae ae ee os Es ee a of an 
1 ; E 7 "i Sk ee 7 a oe. Ee & 2 a] . 
- . - y= eat * . * ; .. \. ial » * aoe ee Xe, i 
a F - aa ; eae a ? Z a% ‘ ate ep oo ee — . Ste : ees may ° pre = ‘ 
and a. ; ‘a 3 _ ae "% . ‘ ” Re Speed ee oe am ae: Bick S ees SS ; . 
i, i. a ige a a te ™ ae A ag as. 3 E y < . ars iA. i ate —— ? 
ew — An gore i .. ae ie , 4 : Besa ee ee 2S... * oo es acte i ee Db ie 
ms a i eo ae he ——— oe i * ipa ipa iy ae Sy lg Cot’. Y im ee Ls oy ee ie ee Se : 
Pires: a ” € Fe A gti thee Ri 9 ae me os | 5 ee shael os ee ’ Ae Y ees, ™ ft sf fae se raph hse ae : Pa 
ing ? a zm wa i] Fat: : g y & iy i cgi a Pe: 7 4 . Li. wy ' i A ity £ ; hy 2 ‘ - se fo = ‘ats an ae aa bai i j shale (Sala i -— : 
: ae. of iff ee © are ; ‘ Pe al 5 i ae 3 as ie om, Maa ee 5 galiscaeaia. ark oe ‘ : 
| ey pup hh > gir a _— a Set — Bee eae - 
Ee! le aad a = ae. ea : feet ee - 7 Ie * et r 3 ioe a ay Seah D Be ae rae oe eM i we bee 
nan es oe ee: is ‘ = dg a ee ey cee | fa CMe % 3 ‘ - eee: 2! i «ok ga a ne% . eae es woe <1 ee toe ae Fis es ‘ a aye 
~ ioe re. J : Ry ; Bs ae See es ee =e * )} late me ‘ape Pay os ay ; ree is haat Sage? ne ee : it et. ae * : Se ee 
a i 8 a 5 4 i, ae 7 Se ee - oe oe as =~ AS: a gee al fo fee * ree ye Nee abe gs ait - ag et ee ere Pe ce oe 
| I Pa ee ie. - oe Ae oe ate : a od Ee —_— 
. i uk a a Teds ae A oli sag aes = Pics =) be - mea eg ae J. ee te gee 4 aa ee, ag : - a ihe Bg ee oe ee eae, 
5; On aan = , ee wae as Bc | ee m oe ba ie A. es . aoe i 2 ae er a “tu x : ee TN cee oe a he a % 
the i “a & i” <——- — ao eos iy te re AY : ae re” a 7 — A. “i? — 
oe ee ‘ i +g all eo Saas - ree ey ae and at es : ae ee ie mS ee ; ag A ee dd aa ‘es 
une, ci itd oral fo oe ere ae ater. Pris z, <3 ae Se a, ay. ek P Pity a eee 4 a ‘ 
- eae oS ff oe CS bb ae Ce ? eae he aa 
eS ae > a Be ae 2 ae aie : ce aoe se: 2 Soa i | ee oe ‘gi t) og » i es es, a ee F ee, er 
m, . a = ae ‘Pad 5 fe pee We: ae 7 “ r ; 2 e igs bai onl TR oe, <i q . ae Sy % i. ee 4 
yi + ' . * =, oe Aa Se De oe, ee . ae. gg pe me ea wee ae ed F e x : Pat ee, 
fea- Oat, i - A § Pe se ag Pi, d oe ,. 7 7 wre tee om : * 7 ai 4 %G \ Fz a : ss 
oa ae a a : --) i “i “ ar a : 
the ee : . . ea ' tJ bop ay . oo a 
| .~ ta : ¥ 
nies  ——_ . Vee? aa ff Mies — "7 ee e 
. ss Pah - Rie & af a Me. . . “Hye ° Fy er ¢ wnt 3 . ¥ ne fi ee he. es * ae 
= ? 4S *@ < ‘Ww ra er rt eae yet. ee Sy co Ye ty “g _ , 
who iit -_ - on e _ 4 7 : * , A —_—_ _ a on , Pe : f Ee ae iy + be fe 
_” 4 ’ * —— we te el 7 : aa? a eT ae ‘ : ? i 
I eo ; Ke : ) - A % 8) es Re es & i 4 a Bo tk 
git : le Te oe, ce sce. as 7 ty . b ae: : ? 
; Pape ‘ F Pi mide” reat Naas fi ee bien io 3 , . . S if hi 
first i, , : ‘ b * - % % if aa fe 9) 4 ies “i : oes ae Lae 7 - ‘i a. aS : : 
—| 06lU Ee - fF or. . x. = 
= <§ tee si [a Se 2d —- _ ‘," "4 
|.m., Be gi ogee) ved J Spee ong ae ae wee Pott ad ae eo gear : % . a 
_ 6, ed ; st oe Ze - Aa ome . ae Bri ete. ' 
ales ee 4 _— 2 aa. ae ; Pee ie OS «3 a Pei ne eae y saitetnstocs ‘an ‘ 
—? ta * : ee & Pre ‘4 Pe pete! i ae rs, Mieke ® = = A cane pi ica. RY ; 
the a! -. —- ee “He Oe aks gee Cie 2 ot + pact Sane ere eee 1 OO Aer a 
pena : ited a aa ge ge aE: Peon are a pie ae ee eo diet a os aeealg we aE F 4-3 ? 
; te, ae oe i eee i es pee ag a .: 3 = ial, Nae Ratendce nae ae eee _ ‘ 
aily F ‘i r * oe = dni = fn’ ee r we? a ery oe re. rae Aes ee ‘ \ os “ ty 
. - ¥% Be! ae BOSE a ae See pe 3 | oo ea Mataace eee, ae 7 cad 
, - a a ried a BE aie k Sie .. Sens “ % pfs ec. ee Pies aes ote Rae ee fe 4 meas . 
ae ; “i ce ; Je arena sy agin; Ae ; 4 rik, (ae shew ae ti P ‘ saat ¢ 4 
nere ae Pi - aoe A Pty os ‘poe gis i Ls ae am ‘ Pie 2 ae Po : i 
| ie ‘se ; : ) = i ap si: ge oaths eS. aa ; ee a oe ee, ee i? we - j 
. . ‘ ‘ 24 $ = " me Bees ae. Ra: ; . Ws eS : ~ tte 4 + Bs " ioe ae aioe a j » 
i ; i" , I RAC ae Pa ne ae ee | AS bee ac, , ae oe = ; 
ion. 7 is ’ Je he : ae set Wak: Se Si (hate eee eR. % - oa a .. Re 
eG 2 ees a 5 4, : 2 ee | 
z 85 i Sa aa” & nie a ie? aes eee Se ele 
i‘ ‘ Ey ‘ | a eres, Ft 4} . % es eae lk ee 4 
1.m., e., fe “— a : $ a ; : > : oe a: : i ae as Peg & : 
a 7 fie - = : Fiat, ll | 
f] 4 i‘ . ei: ul : ie . oe ss ' oe. ei 
7 5 ideal aad te a ? “~~ ‘es see “Tie a ba ‘ 
a P Ege ‘ ae a mm - : * 
hich $ i ae — ee 4 a 
ye ihe %, S Spee he’ . iz * a n % : , Me! ee 
r ae nee 4g ° ‘i pan See tae d a nt i] " ? ee P mato wn ae 
ring ; me : Oe Bie his 2 se ee . ’ & hy, is ae ey : ’ se * oe ‘ a ue 7 
Z oe > ee . agin et lam hee f P a € ‘a Sa en " 
-yle a 5 ee | . se oh a ie oe om i . o% gia ct j a 
. ’ = a en % ¢ Be 2 ra i aaa : bk ee ey Lae 
urly ‘ ? i a a BS ‘ Se oe Peet Ease pares ; ‘ va See 
y 4 itd igs Ti Bei Ok 7 asp i, oe mai Pe hee +i a4 iid arene Lanrreal 
pf a Ve na Po. ee ecuees ; —— ; ee 
1s ; ¢ Ure ‘ i ie fs eee ee x — = , 
d of ~ he iy Th ee 6c es Baek zi » 7 
0 eh ket} a ye fc oi ee wie. , > ii . 
lay- ye ea I at: Je = pee epee ese amy * 
ay 7 ae. ae ag % . ie Kose ee uy ‘ as . a - bia 
j ex TS te rere Ree eg ‘gg a mee * a +, awk, i 
- * Red oat ts i & 3 lo, aad ‘ad ~ 7s a 2a wi or oe f o a oe kee eas 
r,P. ie — Cy ofl oa : . 
een i oe Tas fF ; rr. ——— ; ; 
ote, | a= a  Fipmseces Pr: Mk 
H rey ae 0, glee, saa aoe. Sart ae ite age eal a 
- : a i ee a ie pte ee ie es Ee: ee 
° —  % a aa 4 ee as < te ae 2a i pe ae a ale : 
of- 4 a. ee es hae imi 6 - 
_ “i Sie scar =e ee alias en oe ine Py 
»de- “AE Pere De ges ane <a 
j lati gh ae tae Vee x ae 
eae ae : Ke 
past ae ‘ Se 
wee 
Po ’ 
a | 
a 
ient See 
lew if : <a 
heres 
t of Vea ae 
nan ae 
een wy] Le Sas 
ss ds nln pees 
eS 
ee “- 
ers’ : o | 
oe catia 
Los aa 
v. pen crn oc a 
WwW a 
ie on, 
a wont > . ore 
ee 
y = 
e eee | 
: - | 
. 4 
= = 
+ < a 
; i 
re \ : 
sere : ‘ , eos 
he: ieee he APN Se : ; ; ope 
wee eae Soe gas ae ‘ : Sig } aed 
ve Sere Hodes ops Seta ve an (pas =. 
Pe tae es eee me ee ele ee we yee 
Pe ee do aca pics erat SAN FRANC a 
; mt Fae Ross Oxo iS re ae 3 i isco : es 
att, SE Mase nee : ‘ 4 . 
Seema Ea rane a re aro 4 er : Pete ; ; 
oa ne “stn, Bas a 5 ‘*+~ yi . ; f . eed a 
PBs : — 
‘ rs kere ih Fook Cmiage y 2S eae 
7 4 iP ae ater’ een : ap ig : Me gel z gaps 
Su Garay qe an ea ee 
Rees eee ome ae ; im Pe sacha Sedan 
. RCA ae, gies oa Pere NEN ae a ; ‘ a 
al ay Os BeOS od ae fee “si BBS Sa 
ee ear RES nities eg aie 7 cal Meat 


Stations KLZ and 
KVOR Purchased 
by Denver Group 


Denver—Station KLZ here, one 
of the oldest commercial stations 
in the West, and its sister station 
KVOR, Colorado Springs, both 
CBS affiliates, have been sold by 
E. K. Gaylord, Oklahoma City 
publisher, to Aladdin Radio & 
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SCOTCH 
TAPE 


SENT 

FREE 
POINT-OF-SALES big new idea — Scotch Tope 
printed with your advertising sign... perforated 
between each message. BABY BILLBOARDS ready to 
teer off. Stick anywhere. No dispenser needed. Write 


Mark ‘Andy, Inc. of St. Lovis 22, Missouri. 


Television, Inc., for close to 
$1,000,000. 

The transfer of ownership, still 
to be approved by the FCC, makes 
both stations the property of a 
group of Denver civic leaders and 
motion picture executives headed 
by Harry E. Huffman, for 12 years 
president of the Denver Conven- 
tion and Visitors’ Bureau and for 
three years a director. 

Other officers include Frank H. 
Ricketson Jr., president of the 
Central City Opera Association 
and the Denver Community Chest, 
treasurer; Albert J. Gould, Denver 
attorney, secretary; and Hugh B. 
Terry, present KLZ manager, who 
becomes executive vice-president 
and general manager of Aladdin. 


To Associated Industries 


James Menzies Black Jr., for- 
merly public relations director of 
ATF, Inc., has been named pub- 
lic relations director of the As- 
sociated Industries, Cleveland, an 
organization of more than 1,000 
manufacturing companies in the 
Cleveland area. 


Newspapers Told 
Video Stations Can 
Operate Profitably 


Boston—In a blunt speech 
which minced no words about the 
high cost of establishing a tele- 
vision station and getting it into op- 
eration, George Morris, promotion 
manager of the New York Daily 
News, told the eastern conference 
of the National Newspaper Pro- 
motion Association here that even- 
tual profitable operation of video 
stations is certain, and that main- 
tenance cost can be cut by featur- 
ing low-cost programs. 

The News opened its television 
station, WPIX, earlier this year. 
The News has spent $40,000 in pro- 
moting WPIX. 

Another view during the video 
panel discussion came from Wil- 
liam C. Jaeer, New England rep- 
resentative for General Electric 
Co.’s transmitter division. 

“In two or three years, television 


stations should be operating in the | 


CONVENTIONEERS—Photographed in an informal moment during the eastern co )- 
ference of the National Newspaper Promotion Association were (left to right): Lew's 
Louthood, Montreal Standard; Frank Knight, Charleston Gazette, NNPA secretary. 


treasurer; Edgar S. Bayol, 


NNPA; H. E. Smith, Stevenson & Scott, Montreal, 


New York World-Telegram and resigned president of 


and Rene Benoit, Montreal! 


Photo-Journal. 


black,” he said, adding that it de- 
pends on how large an audience 
can be reached. 


s At another session, John Gould, 
editor of the Enterprise, Lisbon 
Falls, Me., described the problems 
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of small town weeklies. Edgar S 
Bayol, who resigned last week 
from the New York World-Tecle- 
gram to join Coca-Cola Co., led 
the group discussions on editorial 
promotion. Cyrus Favor, promotion 
manager of the Utica Observer 
Dispatch, supervised a panel dis- 
cussion of circulation promotion. 

Opening sessions of the confer- 
ence featured newspaper exhibi- 
tions of promotion by the Boston 
Post, Christian Science Monitor, 
Milwaukeee Journal and the Mont- 
real Standard. 


ws Use of junior salesmen to re- 
lieve senior newspaper salesmen 
from detail was recommended to 
the NNPA conference by Budd 
Gore, advertising manager of 
Marshall Field & Co., Chicago. 

This system will produce more 
creative selling by the salesmen, 
Mr. Gore indicated, and reported 
the success of Marshall Field in 
installing juniors in its advertising 
department. 

He also recommended to the 
promotion men that they set up a 
library of advertising and pro- 
motion material, and establish a 
program of promotion which is 
both “positive and non-competi- 
tive.” 

Mr. Gore assured the news- 
papers that “when we trim bud- 
gets, we will start with national 
advertising. . . local newspapers 
will be last.” 

He also reported that Field is 
primarily interested in promoting 
the store, more than “in any single 
item or brand.” He said Field loses 
money on some branded _ items, 
and stocks them only because the 
customers want them. 


@ Lawrence R. Leach, assistant 
advertising manager, Lever Bro- 
thers Co., stressed the importance 
his company puts on merchandis- 
ing assistance by newspapers. He 
also emphasized the current Level 
attention to public relations, 
and noted that product publicity 
will be widely used by the com- 
pany. 

William Block, co-publisher ° 
the Pittsburgh Post-Gazvtt 
stressed the importance of 
motion to explain to the pubic 
the function and complexity ©° 
newspapers. He pointed to T: 
note from the publisher ‘5 4 
sample of explaining a me 
to its readers. 
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Weintraub Names Karr 


David Karr, for the past 
years assistant to Washington 
respondent Drew Pearson, has 
appointed vice-president in c! 
oi the public relations depart 
of William H. Weintraub & ©: 
New York. Prior to his associ: | 
with Mr. Pearson, Mr. Karr 
with the Office of War Inform: 
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What oil field surveys have done for m * 
vfacturers and their agencies. Also w 
service we offer you. Write: 


LESLIE BROOKS & ASSOCIA ‘ES 
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: More and more advertisers | * 

| are finding that Sports Afield’s | ay 
} famous Spend-o-crat* market [999 " oahs 
represents the most responsive 
audience of men available today. 


eee Iie 


SNe lies a i Maca te ae 


%A sportsman with an appreciation of the 
finer things of life—and the leisure and 
means to enjoy them. 


For instance, a recent survey shows that 
Spend-o-crats are 65% better prospects for 
golfing equipment than non-sportsmen. 
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Now We Can All Get Back to Work 


Tomorrow the nation will elect a 
President, a number of senators, 
and an entirely new House of Rep- 
resentatives, as well as assorted 
governors and other state and local 
functionaries. We hope every ad- 
vertising man—and every other 
man and woman — discharges his 
duty as a citizen and casts his 
ballot, intelligently and carefully. 

And then we hope that every 
one, and especially advertising and 
merchandising men, will get back 
to work. Every one needs to get 
back to work, to worry a little less 
about what is happening in Wash- 
ington or Berlin, to speculate a 
little less on what the comrades 
are doing behind the iron curtain 
or in Manchuria, to declaim a little 
less on the ills that trouble us, to 
vacillate a little less. 

Whatever happens at the polls 
tomorrow will most certainly not 
add up to a major upheaval in gov- 
ernment, in business or in the so- 
cial or economic life of the nation. 
The outcome of the election will 
have its effects, beyond doubt, in 
shaping the course of things to 
come. But in most respects, the 
average citizen—and the average 
business man—will find the day 
after the election indistinguishable 
from the day before it. 

The prime need of the world, 
and the principal need of America, 
will continue to be for every in- 
dividual to do a better individual 
job in his own sphere, large or 


small, to work harder and more 
intelligently, to believe in the 
basic soundness of our way of 
life, and to realize that the indi- 
vidual solution of individual prob- 
lems almost automatically negates 
the possibility of the development 
of major problems which seem in- 
soluble. 

Regardless of the campaign ora- 
tory, or the situation in Berlin or 
anywhere else, it remains essen- 
tially true that the basic American 
problem is to maintain—and if 
possible to increase — the pace of 
the economic machine. America 
must be stronger than ever before; 
but the strength that is measured 
in army battalions or flying squad- 
rons or fleet task forces is a de- 
ceptive, surface strength. The basic, 
underlying strength of a country 
lies in a capable, happy, intelligent 
citizenry, well fed, well housed, 
well clothed, and imbued with a 
fundamental belief in the essen- 
tial rightness of their way of life. 

Whether profound thinkers like 
it or not, it is true that the develop- 
ment of such a citizenry in this 
country depends very largely upon 
the successful operation of the na- 
tion’s business machinery. Here is 
a challenge which no _ business 
can sidestep; we must have busi- 
ness leaders who are enterp;risers, 
who refuse to let bad news or 
good swerve them, who move 
forward surely, without vacillation 
or hesitation. 


The Terminology of Marketing 


We have looked forward eagerly 
to the report of the definitions 
committee of the American Mar- 
keting Association, set up to revise, 
modify and add definitions to the 
list originally approved by the 
AMA some years ago. 

Now that the committee’s recom- 
mendations have been made pub- 
lic (they were reviewed in AA 
last week), many advertising and 
marketing people will be disap- 
pointed in them. Perhaps they 
would be disappointed in any such 
report, because the subject is an 
extremely complex and difficult 
one. Yet the advertising and mar- 
keting field needs a clearer, more 
definite terminology, and our guess 
is that the AMA report (except in 
a few instances, such as its ex- 
cellent discussion of ‘“brand”’), 
will not be immediately helpful. 

One of the difficulties seems to 
be an effort to reconcile the patois 
of the advertising man, the busi- 


ness man and the pure theorist, 
with sometimes unhappy results, 
such as the recommendation that 
“distribution” be regarded and 
used as synonymous with “market- 
ing,’”’ which is defined as “the per- 
formance of business activities that 
direct the flow of goods and serv- 
ices from producer to consumer or 
user.” The term “physical distribu- 
tion” is recommended for describ- 
ing “the movement and handling 
of goods from the point of produc- 
tion to the point of consumption 
or use,” but even this doesn’t solve 
the working advertising and mar- 
keting man’s dilemma with regard 
to the use of “distribution” in the 
very common sense expressed by 
the query: “How much distribution 
does the product have?” 

The AMA and its committee de- 
serve a vote of thanks for a hard 


and largely thankless task, but it | 


is obvious that further work will 
have to be done. 
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Arts & Decoration 

Oh, 1948—and for that matter, 
all of what is jokingly called the 
postwar period—may well go down 
as the Year of the Harried House- 
holder. 

When Pappy shucked his khakis 
and busted himself into a mort- 
gage-covered cottage on Wildwood 
Lane, living in a Cape Cod dream 
of dubious architecture and quav- 
ering ceilings, he became Target 
No. i. 

For the man with a manse, be 
it ever so humble and over-priced, 
is a natural born customer. He’s 
the boy who fingers the carpets, 
who leafs lovingly through the 
seed catalogs, who buys lawn 
sprinklers with lavish disregard of 
price tags. 

In all this madness, he is abetted 
by his spouse. No piker, she. Buy 
the Broadloom, purchase the Pi- 
casso, secure the Servel, grab the 
Grand (Piano, not Runyonese). 
It sounds like a paean, and that’s 
what it is to the ears of adver- 
tisers. 

For hundreds of manufacturers, 
home was never like this. 

So Eljer Co. assures that “you'll 
be so proud of your Eljer bath- 
room.” And the unemancipated 
male wonders if it will ever re- 
place the fireplace. Rug companies 
are tootling away with an abandon 
that only cigaret companies used 
to know; the roofing, paint and 
plumbing makers are hawking 
away, and the appliance people 
are reaping the harvest. 

Around every major city there 
are real estate developments grow- 
ing like weeds, and when Pappy 
comes out of the bank, gripping 
his mortgage and 25-year inden- 
ture, he’s certainly securing the 
future for a huge group of increas- 
ingly important advertisers. 


At the Bijou 

Green-Brodie Advertising, New 
York, produces “Viewpoint,” a 
nifty news-style brochure. In the 
October issue, an editorial noted: 

“We have just seen a reissue of 
an old Hollywood movie which 
promised to tell us ‘all’ about the 
advertising business . . . Rosalind 
Russell ran the agency by flicking 
the inevitable Dictograph key 
every minute or two to snap at 
some satrap and, between flicks, 
spent her time tearing up finished 
art work submitted for her ap- 
proval. The main corridor of this 
booby hatch seemed to be lined 
with cubicles, in every one of 
which a gent in a long smock was 
passionately painting some part of 
an undraped model’s anatomy. 
Well, today at 2:30 a new client 
| is coming in ‘to look us over.’ Down 
|our hall, two typewriters clack, 
out of unison. Our art director’s 
been out at a photographic studio 


since 9 a.m. shooting packages of 
cheese. A grimy delivery boy just 
passed our door, looking for the 
men’s room. We hope our new 
client wasn’t at the Orpheum last 
night.” 


With Respect? 

We sometimes think that trade 
papers of the advertising business 
are taken much too lightly. But 
we are considerably mollified by 
the news of the cornerstone of 
WOIC, Washington’s newest tele- 
vision station, to be owned and 
operated by WOR, New York. 

No less a person than Wayne 
Coy, chairman of the FCC, will 
wield the trowel. 

Into the cornerstone will go a 
sealed copper box, with a scroll 
stating WOIC’s aims, and ten cur- 
rent radio and television business 
papers, including the National 
Newspaper of Marketing. If we’re 
going to be part of a time capsule, 
it’s nice we’ve just had our edi- 
torial face lifted. 

This reminds us of an irrelevant 
story about a young man who in- 
herited his father’s business paper 
publishing business, with Ages in 
half a dozen fields. “They said 
Lincoln belonged to the ages,” 
quipped the young man, “and now 
the Ages belong to me.” . 


Malapropism 

We heard the other day of a 
fellow who got fired from a copy- 
writing job. Seems he got so tired 
of writing “revolutionary” that it 
came out “revolting.” 


Jottings 

Stork Laundry, New York, has 
trucks with the following slogan: 

We cater to little folk 

Who ain’t housebroke ... 

Marie Earle “Fashion Parade,” 
a press release glorified, begins 
“Even greater than the flurry of 
excitement over each new perfume 
that comes out is the fascination 
and speculation over the historical 
perfume classics’. . . 

The Boston Herald-Traveler ran 
copy in major cities noting that 
the opening World Series game 
marked the first time the Braves 
have made the classic since 1914, 
but in Boston the daily Herald- 
Traveler “has taken the whole 
series of firsts since 1929.” Among 
them, total, general, automotive, 
financial and retail ad linage. .. 

J. M. Huber Corp. is another 
company which has gone to consid- 
erable trouble to assist salesmen 
calling on it. The ink maker has 
a pamphlet which tells salesmen 
about the company, offers facilities, 
asks them to recheck if they have 
waited 10 minutes without talking 
to someone, and the first printing, 
5,000 copies, is already gone... 
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The following documents mr ay 
be secured without charge from 
companies sponsoring them o, 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on is 
business letterhead. Address Ap- 


VERTISING AGE, 100 E. Ohio St. 
Chicago 11. 
No. 3173. 1948 Survey of the 


Hygeia Reader Audience. 

Hygeia has published its second 
annual report on the composition 
and characteristics of its reader 
families. Figures show the per 
cent who are married and have 
children; age distribution; home 
ownership; occupational distribu- 
tion; income, etc. 


No. 3174. 1948 Circulation Analy- 
sis. 
Circulation coverage of the 103- 
county market in Nebraska and 
southwest Iowa is given in this 
detailed analysis, illustrated with 


photographs and county maps. 


No. 3175. Key to the Influential 
Million Farm Families of America 

The Nation’s Agriculture, pub- 
lished by the American Farm Bur- 
eau Federation, has issued this 
booklet, which introduces the offi- 
cers of the federation and reports 
on leadership and influence in the 
country’s farm circles. The booklet 
includes a U. S. map indicating 
membership of the federation (ie 
subscribers) and, for comparative 
purposes, one showing the location 
of the country’s top 2,000,000 
farmers. 


No. 3176. American Home Mar- 
ket Book of 1948. 

This analysis of the country’s 
principal markets, issued by Amer- 
ican Home, includes breakdowns 
by markets, market groups and 
counties of: total and family popu- 
lation; net effective buying income, 
average income per family, and re- 
tail food, drug and general mer- 
chandise sales. The book contains 
a map section showing 138 metro- 
politan markets; population esti- 
mates, and 33 leading markets. 


No. 3177. A Factual Study 0 
Northern California Markets. 

The San Francisco Call-Bulleti 
provides an evaluation of thé 
northern California market in this 
two-color folder, which shows 
county map of the trading area 
in the section, and tabulates cor 
responding market data. News 
paper circulations in the area: als 
are shown. 


No. 3120. 
America. 
Institutions has published th! 
booklet as an aid to instit. tion 
in planning and carrying th: ous! 
their building and remo eliné 
programs. Profusely illust ate 
the articles cover plans, de ig” 
materials, equipment and me ho 
for hotels, hospitals, schools res 
taurants and clubs, with a © st ° 
associations and other sour: °s ° 
information on building. 


Keeping Pace wit 


No. 3144. Market Memorc 
for the Soft Drink Inc 
Data on the soft drink nr 
and information about the 
ket potential for bottled bev 
are included in this folder, 
by the Popular Fiction ¢ 
Charts indicate age, sex, i 
level and occupation of re 
and information § given 
Popular Fiction Group’s co’ 
of the national market. 
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Base your sales approach in America’s 
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soe, 


i, 3rd market on today’s facts and 

‘ figures. Latest data shows that in 
Philadelphia, THE INQUIRER is first 
in Jinage, first in productivity! 
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IN FIRST 9 MONTHS OF 1948 
THE INQUIRER CARRIED 
23,370,000 LINES OF ADVERTISING ! 


This is the largest volume ever carried by 
a Philadelphia newspaper in a 9-month 
period and represents a gain of 3,660,000 
lines over 1947, 


THE INQuiRER’S lead over the second paper 
for this period—3,970,000 lines. 


Both THE INQUIRER and the second newspaper publish seven days a 
week. All linage figures are seven day totals from Media Records. 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mnguiver 


Exclusive Advertising Representatives 


. W. LORD, Empire State Building, N.Y.C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Longacre 5-5232 Andover 3-6270 Cadillac 6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St.; San Francisco, Garfield 1-7946 * 448 S, Hill St., Los Angeles, Michigan 0578 
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‘ r CHICAGO’S BEST-KNOWN 
a 
| FOOD EDITOR 
4 
(4 
y 4 
] 
CA 
VY 
L ATTRACTS CHICAGO'S MOST RESPONSIVE WOMEN’S AUDIENCE 
m ” For years the Chicago Herald-American has had ried more food news, pictures, recipes and menus 
A the only complete, newspaper test kitchen in Chi- each year than any other Chicago newspaper. 
K cago. Under the direction of Mary Martensen, a The new Thursday Food Section of the Herald- 
‘ @ staff of trained home economists have cooked and American will contain an even greater coverage of 
taste-tested every recipe recommended to Herald- Food News—more recipes, more pictures. A recent 
- American readers. More than a hundred leafiets, survey of all food editorial matter in 120 news- 
¢ and booklets containing over 1500 tested recipes papers shows that food advertisements get much 
. v are available on request and more than 150,000 better readership on the food pages and that the 
g women annually seek Mary Martensen’s advice in best read food columns are those with dominant 
6 solving their cooking problems. illustrations of dishes with appetite appeal. This is 
Under Mary Martensen’s direction, the Food exactly what the Herald-American food pages offer. 
a Pages of the Chicago Herald-American have car- Plus 
|. YU COMPLETE COVERAGE OF ALL WOMEN’S INTERESTS 
rs 
’ 


me JOYCE FENLEY KAY CANFIELD SOCIETY and CLUB NEWS 
fe festen Eater Beauty Editor CAROLINE’S COUNSEL 
Ps Yj and other top features for women 
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| NEW (+fll-cee- Owe’ PACKAGE OF WOMEN’S FEATURES 
TO CARRY YOUR GROCERY PRODUCT ADVERTISING INTO 


()VER A HALF-MILLION CHICAGO HOMES EVERY THURSDAY 


The Herald-American offers a brand new service for 


housewives and @ great new sales stimulant for food 
advertisers —a weekly round-up of Food News all in one 
package telling what is available, where to get it, what it 
costs and how to prepare it! 

Food is headline news today! The price of putting 
three meals a day on the table is the topic of more. family 
conversation than any other subject. Women are watching 
food prices closer than a broker watches the stock market. 

We know all this is happening because Mary Marten- 
sen, Chicago Herald-American food editor, is getting 
more requests than ever for her kitchen-tested recipes and 
planned menus. Chain stores, cooperatives and independ- 
ent grocers are placing more food advertising than ever 
before to feature the price advantage each has to offer. 

So important is food news today that the Herald- 
American is doubling its food features! The entire 


YOUR GROCERY PRODUCT ADVERTISING 
IN THE HERALD-AMERICAN REACHES AND SELLS... 


V¥ 757,750 WOMEN— 40.5% of lt women 15 
years of age and over in Metropolitan Chicago! 


V 503,146 HOUSEWIVES — 43.5% of at « 
housewives in Metropolitan Chicago! ge 


V Chicages Largest Evening S&S 


center section of the Thursday Herald-American will be 
devoted to Food News and women’s interests. It will offer 
a complete package to women containing budget menus, 
news of dollar-stretching food buys and recipes for prepar- 
ing nutritious taste-tempting dishes that make the most 
of reasonably priced food products. Kitchen time-savers, 
new gadgets and appliances, in fact everything that will 
help the housewife run her kitchen easily and economically 
will be given feature attraction in the Herald-American’s 
new Thursday Food News and Modern Living Section. 

Always, the Herald-American has led all Chicago 
newspapers in its coverage of food news. Now this new, 
enlarged, complete women’s section puts top emphasis on 
Food News, concentrates all food advertising where it will 
get the greatest attention. This means greater readership 
and more profitable results for food and grocery product 
advertisers. It will sell more of your food products to more 
Chicago women. 
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NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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New ‘Advertisers Index’ 


to Appear in February 
“Advertisers Index,’’ a new 
monthly periodical with offices at 
505 Fifth Ave., New York, will 
offer an index of books and peri- 
odicals dealing with the techniques 
of advertising, distribution and 
sales management. It will classify 
by subject all of the major articles 
which appear in ADVERTISING AGE, 
Advertising & Selling, Broadcast- 
ing, Editor & Publisher, Industrial 
Marketing, Journal of Marketing, 
Printers’ Ink, Sales Management, 
Southern Advertising, Television, 
Tide and Western Advertising. 
The first issue will cover books 
and articles published in January, 
1949, and will be distributed in 


February. The subscription price 
is $20 a year, but it is being offered 
to charter subscribers at $18 a 
year for orders received before 
Nov. 15. 


New Picture Firm Formed 

Rooney-Stiefel, Inc., Hollywood, 
has been formed to produce motion 
pictures, television pictures and 
radio packages. Mickey Rooney is 
president, Mort Briskin is vice- 
president, and Stan Stiefel, secre- 
tary-treasurer. 


Ben-Hur Names Lind 

James S. Lind has been named 
director of advertising and sales 
promotion of Ben-Hur Products, 
Inc., Los Angeles. 


TAUREN 


LBI’s $180,000 
Ad Test Success, 
Glasser Reports 


Jersey City, N. J.—Jack J. Glas- 
ser, director of advertising and 
media for Licensed Beverage In- 
dustries, told the Hudson-Bergen 
Retail Liquor Stores Association 
here that LBI’s $180,000 test ad- 
vertising campaign is judged a 
success not only in the trade but 
from public reaction. 

He said the series in Life and 
liquor business papers, which 
stresses the industry’s social and 
economic importance and outlines 
its excessive tax burdens, received 
“favorable reaction ... beyond 
best expectations. Enthusiastic 
letters lauding the campaign have 
come froin coast to coast ... The 
press was most generous in its ap- 
praisal of the industry’s efforts to 
inform the public...” ‘ 

He cited resolutions adopted by 


the National Alcoholic Beverage 
Control Association (which com- 
mended LBI on “continued ac- 
tivity in the field of public educa- 
tion . . . especially through the 
medium of its current advertising 
campaign”) and New York State 
Restaurant Liquor Dealers Associ- 
ation (which praised this means 
of “going to the public to explain 
our industry and what it stands 
for’’). 

Mr. Glasser told AA that the fi- 
nance committee of LBI will meet 
this month, will review the re- 
sults of the test campaign, and 
possibly may decide on an ex- 
panded promotional drive. Fuller & 
Smith & Ross is the agency. 


Schedules Housewares Show 

The Western Housewares Show, 
sponsored by Los Angeles Trade 
Fair, Inc., a branch of the Chamber 
of Commerce, will be held April 
10-14 in Los Angeles. The show is 
the fifth in a series designed to 
make Los Angeles the distribution 
center of the West. 
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Because Only ARCHIE Has Dared 
Reveal Unduplicated Intra-Group Readership 


Send TODAY for your 
FREE copy of 
“The Age of Decision” 
the truly definitive Gilbert Youth 
Research Nationwide Study of 
the Youth Market—Largest Youth 
Study Ever Made. 10,015 Per- 


sonal Interviews; 2,500 
Parent Checkbacks. 


Now for the first time space buyers have 
the answer to how much actual, undupli- 
cated readership they are getting in comic 
magazines. Now you can know, beyond 
question just what a “million” circulation 
means in terms of actual net readers! 

Now, for the first time in comic maga- 
zine history, a publisher dares reveal this 
undu plicated intra-group readership. 
Based on the now famed Gilbert Youth 
Research study, we proudly give you THE 
ARCHIE STOR Y— 12,188,000 readers 
every issue with all cross-readership and 
duplication among our six magazines 
ELIMINATED! 


Remember, too, this amazing ARCHIE STORY 
represents only our readership in the 8- to 20- 
year-old Youth Market. It does not include our 
millions of adult readers—readership which 


studies indicate equals, perhaps surpasses, our 
youth circulation. 


Remember, too, THE ARCHIE STORY of un- 
duplicated readership is but one of the many, 
many reasons why you should send for your 
FREE copy of “The Age Of Decision,” the just- 
off-the-press report on the Gilbert Youth Research 
Survey—largest study made in the youth field— 
10,015 completed questionnaires, plus an accuracy 
checkback on 2,500 parents! 


The Gilbert Study tells you what America’s 8- 
to 20-year-olds spend—and what they BUY! It 
gives you the facts about their families—and their 
influence on family purchasing. It presents a 
nationwide picture—not a small one-or-two-city 
segment of the market. It is definitely a “must” if 
you sell anything that America’s youngsters or 
their families buy, use or wear! 


ARCHIE COMIC GROUP wants you to have 
this Gilbert Youth Research Study. IT’S YOURS 
—without cost or obligation. Just request it on 
your letterhead. Write for your copy TODAY. 


Archie Comic Group 


HAROLD HAMMOND, Advertising Director 
WaAlker 5-0424 


241 Church Street . 


ARCHIE COMIC GROUP 


EVERY ISSUE 


UNDUPLICATED 


43.1% of all the 8-to 20-year-olds in the U.S. 


New York 13, N. Y. * 
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Business Bureau 
Gives 8 Tests . 
for Testimonials 


New YorK—The National Bet e, 
Business Bureau has released ei; ht 
principles or standards to wh ch 
testimonials should conform, a: 
part of its latest bulletin, “The se 
of Testimonials in Advertising.” 

The bureau’s recommendations ! 
reinforced with frequent refer- 
ences to Federal Trade Commiss. on 
rulings, insist that a testimonia! 
should be genuine, sincere, com- 
petent, without misstatement of 
fact, and should reflect the opinion 
of the author on a product cur- 
rently produced. Any advertised 
portion of a testimonial should be 
fairly representative of the com- 
plete testimonial, and where pho- 
tographs of professional models 
are used, advertisements should 
reveal the fact. 

The bureau thinks that com- 
pensation for a testimonial need 
not be mentioned in an advertise- 
ment, but “purchased testimonials 
should meet the same test of good 
faith as free will testimonials .. .” 

Among the points raised by the 
bureau are such things as com- 
petency. An athlete may pass on 
a brand of cigaret which he likes 
or prefers to all others, but “n 
smoker, regardless of his promi- 
nence in the field of sport, en- 
tertainment, business, etc., is com- 
petent to pass judgment on the 
physiological effects of cigaret 
smoking unless qualified to do so 
by specialized scientific training 
and experience.” 

The fact that compensation need 
not be disclosed in advertising has 
a solid judicial base. In the case = 
of Northam Warren Corp. vs. FTC, 
the U.S. Circuit Court of Appeals 
reversed the order of the com- 
mission which required an ad- 
vertiser to disclose in advertising 
that substantial sums had been 
paid for advertised testimonials 
although the testimonials were 
admittedly truthful expressions 
of opinion. “We have no right,” 
the court said in part, “to pre- 
sume that endorsers of commercial! 
products falsify their statements 
because they have received com- 
pensation. There are no misrep- 
resentations and the commission 
was without jurisdiction.” 


Rundlett Shifts to ‘LH]'; 


‘Holiday’ Promotes Hench 

Raymond C. Rundlett, manager 
of the New York advertising office 
of Holiday, has been appointed 
manager of the New York adver- 
tising office of Ladies’ Home Jour- 
nal. He succeeds Paul J. Kingsley, 
who has been granted a six months 
leave of absence. Upon his re(urn 
Mr. Kingsley will assume ew 
duties with the company. 

Ralph W. Hench Jr., who has 
been a Holiday sales represeta- 
tive in the New York office s:nce 
the magazine was started, has |ee? 
named to succeed Mr. Rundle « as 
manager. 


U. S. Tractor Moves 


U. S. Tractor Corp., manu ac- 
turer of Ustrac crawler-type ‘ ac- 
tors, is moving its general of ces 
from Peoria, Ill., to Warren. ©. 
where the manufacturing pla’ }5 
located. Mace Advertising Age cy: 
Peoria, will continue to handl« ‘he 
advertising to the agricul '@ 
market. Carr Liggett Adverti 08. 
Cleveland, will prepare and | °° 
the copy for the industrial,  " 
struction and export markets 


—BURBANK, CALIF. — 


Population 76,681 
A Championship Marke’ 


is the Home of Jim Jeffrie 
Former Heavyweight Boxing Cha’ P 
and Still a Champion Citizen at 3 


BURBANK DAILY REVIE\/ 
Burbank’s Only Daily Newspap« 
Est. 1908 
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Never Underestimate the Power of a Woman! 
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3c Nor the Power of the Magazine Women Believe In. ‘This month again, Ladies’ Home Journal breaks 
all records for advertising revenue—$2,710,263. That’s more than has ever been invested in a single issue 


of any magazine, any time. It measures American advertisers’ belief in “the magazine women believe in.” 


Ladies’ Home JO URN Al 
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Cosgrove Tells 
9 Reasons Why 
TV Grows Fast 


Boston—tTelevision is not only 
the fastest growing of American 
industries, but it is also a new 
and efficient tool of distribution, 
R. C. Cosgrove, executive vice- 
president of Avco Mfg. Corp. and 
director of Crosley Broadcasting 
Corp., told the Boston Conference 
on Distribution here last week. 

These are the high points: 

(1) In the first nine months of 
1948, the industry produced 500,- 
000 receivers, compared with 85,- 
000 in the same span of 1947, and 
this output is 70% of the 703,000 
receivers built since the war. 

(2) 40 television stations are 
now operating in 24 cities, an ex- 
pansion of 400% over a year ago. 

(3) Programming is vastly im- 
proved, and will be better. 


ws (4) Surveys show 60% of re- 
ceiver-owning families are attend- 
ing theaters less than before they 
bought the sets and “aggressive 
people in that industry [motion 
pictures] are getting into tele- 
vision now.” 

(5) Commercials on television 
show sponsor identification up to 
35% for a single show, and 70 
to 80% are frequent figures for 
regular weekly shows. 

(6) National advertisers are 
wading rapidly into the medium. 
“Typical is a national meat packer 
who has invested $350,000 in pro- 
grams. The return on the adver- 
tising investment has not ap- 
proached that of other media. But 
the company is scheduling a still 
larger sum for the coming year.” 


ge (7) “Local advertisers are 
moving into television in boom- 
ing numbers. They are taking 
to television as they have never 
taken to radio. A number of di- 
rect retailers have found television 
today, even with its relatively 
modest coverage, to be a profit- 
able medium for selling goods. 
Distributors, too, are among the 
sponsors.” 

(8) Suppliers of services are 
buying video. “Of 42 general 
classifications of television users, 
banks and 
rank tenth. Bankers and insur- 


of 
in the 
educational 


Reach more 


14,133 superintendents 
58,156 principals 
210,778 high school teachers 
409,790 grade teachers 
7,752 board members 
14,713 college and 


university people 


Write Georgia C. Rawson, Man- 
ager, for the complete story of 
more complete coverage, more in- 
tensive readership in America’s 
most influential market. 


43 MAGAZINES 


752,000 SUBSCRIBERS 


STATE TEACHERS? 


807 N, MICHIGAN AVE., CHICAGO 1, ILL, | 


4 


insurance companies | 


ance investors as a rule are 
strangely averse to playing long 
shots. Here is ultimate proof of 
the soundness of television’s fu- 
ture.” 

(9) “Television is growing, 
conclusively, into an element of 
primary importance in our entire 
national economy. In the next 
few years it will reach out and 
profoundly affect the economic 
habits of almost all the nation’s 
population above the subsistence 
level. Television will take up 
where radio leaves off. It will do 


so by quickening the very blood- 
stream of American life, the dis- 
tribution of goods and services.” 


Offers Retailers Lamp Aids 


The lamp division of Westing- 
house Electric Corp., Bloomfield, 
N. J., has prepared point-of-sale 
material for retailers’ promotion of 
sunlamps and heat lamps during 
the winter. Display kits containing 
counter cards, window streamers, 
folders, etc., for each type of lamp 
will be available. A special sun- 
lamp promotion kit with a holiday 
gift theme also has been prepared. 


Delson Intoduces New 
Loose Leaf Binding 


Louis E. Delson of the Sales 
Promotion Press, Chicago, has de- 
veloped, patented and is now in- 
troducing his new method of bind- 
ing portfolios, catalogs and bro- 
chures in loose-leaf form without 
use of rings or other conventional 
holders. 

Mr. Delson’s system, which uses 
two notches and a string or elas- 
tic binding, is said to permit the 
attachment of enlarged graphs, 
maps and charts to any size pam- 
phlet or booklet. 


Advertising Age, November 1, 19:8 
Publishes PR Handbook 


“Your Public Relations, {| 
Standard Public Relations Har 
book,” has been published by Fu 
& Wagnalls Co., New York, in t 
Modern Industry Books series. T 
644-page handbook covers eve 
phase of public relations—fr: 
how to organize a public relatic 
program to how to operate it si 
cessfully. Each of the 32 chapt:« rs 
has been written by a person pn :- 
tionally known for accomplis)- 
ment in the particular phase of 
public relations technique of which 
he writes. The book sells for $7.50 
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For a MASS attack 
on the Building Market 


schools, churches, 


@A Vast, Undersold Market! 


A market so big that you must consider the largest 
amount of advertising power you can concentrate 
to get a substantial share of it. The most undersold 
market in the United States. A market much too 
big to saturate with any one publication. That’s why 
we say: WEIGH ALL THREE — PRACTICAL 
BUILDER, American Builder, Architectural Forum. 


True, each publication has some duplicating circula- 
tion, but each has considerable circulation that is non- 
duplicating. In the case of PRACTICAL BUILDER, 
a 1947 survey of all our builder-readers (copies still 
available) shows a non-duplicating readership of 
30,000 builders who do $5 billion of building. 


® Controlled by the Builder 
Who is the most important controlling factor in 
the buying of building materials and equipment? 


First .. . let’s look at the Market * 


In 1948, approximately 100,000 builders will build $16 to $18 billion of build- 
ings and for these buildings they will buy $6 to $8 billion of building materials 
and equipment. Except for food, this is more than any other group of business 
men in the United States will buy. These builders will build: 960,000 homes ($7 
billion); $500 million farm building; $212 to $3 billion commercial and indus- 
trial building; $6 to $8 billion remodeling, modernizing and repair; $550 million 


* Wherever you see this red star in these advertisement: 
you will find building market information you can us 


appraisal. And there is 


to put your message before these 100,000 builders - - 


This same contractor-builder. He controls go% of 
the home, farm building and remodeling markets. 
This year this will total $13 to $15 billion. He con- 
trols more than 50% of the non-residential light con. 
struction. This totals another $3 billion. 

Just as the contractor-builder is the most importan' 
buyer of building products, the lumber and buildin ; 
material dealer, from whom he buys, is the most in - 
portant seller. The dealer readers of Building Supp’ ’ 
News (companion publication to PB) will sell, i: 
1948, approximately $4 billion of building product 


® Sold Only by Advertising 
It follows that any market as big, as rich, as diver: 
as the building field deserves close study and caref: 


no other way than advertisir 
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Sano Sales Up 80% 
A‘ter Dailies Push 

New YorK—Sano Cigarets, uti- 
lizing a strong campaign in news- 
pa, ers which began in August, has 
boosted its consumer sales 80%, 
Arnold R. Deutsch, president of 
Deutsch & Shea, Sano’s agency, 
sai’ today. ; 

Mir. Deutsch pointed out that the 
Sano campaign is almost wholly 
confined to newspapers, and said 
he credits newspapers’ merchan- 


dising with the increase in Sano 
sales. 

Sano, made by Fleming-Hall To- 
bacco Co., returned to newspapers 
after a two-year absence. 

“Within the sphere of each news- 
paper’s influence,” Mr. Deutsch re- 
ported, “dealers were contacted 
personally, by letter and mer- 
chandising news sheets which 
gave full information about the 
Sano campaign [which] resulted 
in a great amount of dealer cooper- 
ation for an intense use of... point 
of-sale-material, window displays 


and dealer advertising.” 

The newspaper campaign capi- 
talized on “51.6% less nicotine,” 
and a direct mail, sampling ad- 
vertising program was aimed at 
doctors, along with a business 
paper and direct mail promotion to 
jobbers and retailers. 


Hollywood Agency 
Names Mack 


Lathrop Mack, formerly western 
spot sales manager of National 
Broadcasting Co., has been named 
vice-president and general man- 


ager of Davis-Harrison-Simmonds, | 


Hollywood.» The agency has been 
named to handle the advertising 
of the International Model-of-the- 
Month Club Ltd.; Gadget Guild of 
America Ltd.; Gadget Nook Shoppe 
Co. of America; National Coupling 
& Engineering Co.; Incorporated 
Ideas, and Nu-Way Order Co. 


Baron Rejoins KECA 

Amos Baron, for the past year 
commercial manager of KSDJ, San 
Diego, Cal., has rejoined Station 
KECA, Los Angeles, as sales man- 
ager, a position he held once be- 
fore with KECA. 


s PRACTICAL BUILDER 
alone tips the scale 
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This is not a cooperative advertising effort Prectios! | Americon 

——_ Builder orum* 
We have no alliance with our contemporaries. We do sincerely — , 
believe that we are rendering our advertisers a service by point- Gredtatton 75,671 81,564 64,364 
ing out the untapped, undeveloped opportunities in the great Bullder | — 
building market. An aggressive sales and advertising campaign Circulation only = 55,214 50,439 11,717 
now can capture for you a larger share of this undersold market ae lo ys | “ 

12 time rate $ 600 $ 600 $ 900 


than you have thought possible. 


Be sure to consult Industrial Publications, Inc., representatives 
for help on your building industry marketing problems. These 
men know all phases of the building market intimately. 


who operate in the tens of thousands of communities 
in this country. This job is too big for any sales force, 
too big for any selling medium, except advertising. 
Remember, there are less than 300 builders in the 
whole country who built 100 or more homes in 1948. 


Sell the Whole Market 


Sq we say: Investigate before you invest. There are 
‘hree well-established, well-recognized publications 
‘erving the builder. All of them have been serving the 
| uilding industry many years. Industrial Publications, 
lne., publishers of PRACTICAL BUILDER, origi- 


> y 
e.InNOusTaRy 


pegith sas 


* NOTE: No discrimination against Architectural Record or Pro- 


gressive Architecture is intended. These two excellent publica- 
tions are omitted for a simple reason: they do not claim 
Contractor coverage. 


nated and also publishes Building Supply News, for 
32 years the No. 1 lumber and building material 
dealer publication. 


So you see: There 1s solid publishing know-how 
back of ALL THREE! 


PRACTICAL, BUILDER is edited exclusively for builders. It is the 
only building publication sold on the basis of its builder 
coverage. It does not pretend to horizontal coverage of all 
building industry factors. That is why builders, large and small, 
read PRACTICAL BUILDER as their own exclusive, practical, build- 
ing magazine, the same as you do your favorite advertising 
magazine. 


PRACTICAL BUILDER 5 sour wobosh Avenve, chicago 3 


Industrial Publications, Inc., for over 30 years exclusive publishers to the Building Industry with 6 leading 
putlications: Practical Builder, Building Supply News, BSN Dealers’ Directory, Building Material Merchant and 
Wholesaler, Brick and Clay Record, Ceramic Industry and Ceramic Data Book. 


Vive 


N i 


Any substantial, reputable com- 
pany which has lived and progressed 
over a period of more than eighty 
years—such as MANZ has—can 
point to many dramatic episodes in 
its history. These incidents are the 
tests which are sent to try us. Too, 
there are other ingredients which 
make up the basis for high reputa- 
tion and for customer loyalty. 


MANZ started in business with 
the purpose of surviving! We took 
full recognition and consideration of 
the elements involved. Doing things 
better is certainly the most direct 
line to a customer’s goodwill. Be- 
cause of our constant search for 
better ways to do things and do 
them economically, MANZ has 
earned an eminent list of FIRSTS! 


Pioneering has brought many of 
these dramatic incidents which chal- 
lenge survival. For example: MANZ 
introduced the half-tone process to 
the middle west. There, truly, was 
one of the greatest strides in the 
advancement of the graphic arts in 
the middle west! It was such a 
secretive process at the time that 
our man had to take the screen 
home with him every night! 


Winning and maintaining customer 
goodwill called for many innova- 
tions coming under the heading of 
SERVICE! There was the time in 


1928 when a customer needed the~ 


dummy in New York for a meeting 
to be held within the hour! We 
had the dummy in Chicago. He had 
a reproduction in his hands on 
time! It was sent by telephoto. That 
was quite an achievement twenty 
years ago, but it was in the interest 
of customer service. Also, one day 
—before we had organized airlines— 
a customer in Wichita needed assist- 
ance in much less time than train 
travel would permit. An airplane 
was chartered! 


There are many other examples 
on the MANZ list of “doing it in 
the interest of SERVICE.” How- 
ever, these few indicate the attitude 
which has maintained the customer 
loyalty of which we are duly proud! 


How about having a MANZ man 
describe to you the most complete 
printing plant of its kind; where 
economy and quality combine to 
deliver the tops in results for the 
buyer. Or, send for a copy of a 
brochure which describes our growth 
over seventy-five years. 


Uny Size Sob is 
a Mune Size Sob 


MANZ 


CORPORATION 
Engravers and Printers 
4043 Ravenswood Ave. 

Chicago 13, Illinois 
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— 1941 Will Noy 
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“Good morning, Mrs. Humphries. Shall we begin where are AC 
we left off in 1941?” older 
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The National Weekly \ 
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{Come Again! 


i 

AKE A GOOD LOOK at the little man to build better markets for tomorrow. The new 
in the picture. His backlog of orders has dis- arrivals, to get a foothold in the opinion and 
appeared. Now, he’s out selling —and he is try- buying of the public. 


ing to start in 1948 where he left off in 1941. 
You know it can’t be done. 


The advertising pages of The New Yorker 


reflect the combined opinion of progressive 


Products and brand names which were firmly manufacturers that one of the most profitable 
entrenched before the war are finding their markets for sales amd public acceptance is the 
competitive positions challenged by new prod-_ | leadership market —the important and influ- 
ucts, new brands, new manufacturers, who were . ential families in each community who are not 
never heard of before the war. only high-volume, high-quality buyers, but 
These newcomers are fighting vigorously and whose buying influences the buying of the 
aggressively for their share of the market—and community. 

their share of the market is going to come out The best dealers in the quality markets of the 
of somebody else’s factory. (Let us hope that country know and accept this principle. That 
factory isn’t yours.) is why a manufacturer’s advertising in The New 
There is a/ways competition. Even in times of Yorker receives enthusiastic acceptance from 
shortages. People are always and continually these dealers —because they are guided in their 
in the process of making up their minds. Atti- buying and merchandising by what their best 
tudes, opinions, preferences, are always changing. customers accept or demand. 

People buy a product mentally defore they The New Yorker deserves a place high up in 
make the physical purchase. That’s why the the advertising strategy of today. 


best backlog is a backlog of solid, favorable, 
Note: “The New Yorker” is the name of a national magazine, and 


public opinion. 
simply describes an editorial point of view. Outside Metropolitan New 


That is why Ye) many progressive man ufacturers York, Los Angeles is our second area in size of circulation; Chicago, 
oe 4. % , our third; and the rest of our readers follow in direct ratio to the 
are advertising in The New Yorker today —the 


number of high-income families residing in a given community—big 


ilder ones to protect their past markets and city or small town. 


DARKER 


A the Leadership Market 
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Shoe Industry 


Hears Plans for 
First Campaign 


Manufacturer -Retailer 
Institute Won’t Use 
Advertising Now 


Cuicaco—Broad details of the 
shoe industry’s first coordinated 
public relations program, through 
a newly-created National Shoe In- 
stitute, were outlined here last 
week to manufacturers and re- 
tailers attending the 13th National 
Shoe Fair. 

Objectives of the program were 
set forth by Joseph E. Boyle, vice- 
president of J. Walter Thompson 
Co., New York, at a joint meeting 
of the National Shoe Manufac- 
turers’ Association and the Na- 
tional Shoe Retailers’ Association. 
JWT took over the long-haul pub- 
lic relations job Sept. 1 after its 
selection by a joint promotional 
committee of the two industry 
groups. 

No advertising is contemplated 
now by the institute. Member 
manufacturers, of course, use na- 
tional advertising extensively and 
one of the primary aims of the 
new program will be to stimulate 
greater retailer use of promotional 
materials at the local level. 


@ The program also calls for na- 
tionwide publicity on all types and 
styles of shoes; and heavier pro- 
motion cf the shoe fair, emphasiz- 
ing style and coordination angles 
to consumers. To help the retailer, 
the institute will provide fact 
sheets, news releases and radio 
scripts, as well as suggestions for 
local cooperative promotion. The 
localized program will stress style 
coordination for women and shoe 
wardrobes for men. 

Major objectives of the manu- 
facturer-retailer drive, said Mr. 
Boyle, will be: (1) “To educate 
American women to give shoes a 
more prominent place in their 
wardrobes; (2) to convince the 
American man that he needs dif- 
ferent shoes for different occasions 
and seasons; (3) to teach the pub- 
lic in general and parents in par- 
ticular the importance of shoes to 
health of youth; (4) to educate 


PRESSURE-SENSITIVE 


~ POINT OF - PURCHASE ADHESIVES 


Give your salesman a Kleen-Stik gum- 
med poster and watch him smile! Kleen- 
Stik eliminates all dealers resistance. 
No moisture . . . no glue. . . no tacks 
+ ++ MO messy stickers to ruin fixtures 
and inflame tempers. Simply peel the 
protective covering and press the piece 
into place. There it r i indoors 
or ovt—wuntil removed. No razor blades 
—lifts right off! 


smooth sur- 
resists heat and moisture. Yes, 


Available through any 
printer or lithographer 


2611 S$. Indiana Ave 


Chicago 164 


young people on the importance 
of shoes for comfort and appear- 
ance; and (5) to provide selling 
aids for retailers.” 

To change the public’s thinking 
and buying habits in relation to 
shoes “is no easy job,” Mr. Boyle 
said, and will require the coop- 
eration of every segment of the 
industry. If continued consistently 
for a number of years, he added, 
“it will pay good dividends. The 
industry now gets less than a 2% 
slice of the consumer dollar, but 


it is not likely we can retain even 
that share unless we make the 
consumer more conscious of shoes.” 

The industry’s share in 1929 
amounted to 2.12%, compared with 
1.79% last year, Mr. Boyle pointed 
out. A spot study also disclosed 
that less than one out of five stores 
coordinates shoes with other ap- 
parel in its promotion. 


s L. B. Sheppard, president of the 
manufacturer group, emphasized 
that the program cannot remain 


“static and fixed,” but must be 
subject to adjustment and change 
as conditions vary. Discussion of 
the program began three years ago 
with appointment of the joint pro- 
motional committee, which heard 
JWT’s first report on the approach 
to industry- problems at a New 
York meeting Sept. 14. 

George R. Hess, who is president 
of the retailer group, warned that 
“we can’t expect to perform mira- 
cles over-night when no other 
industry has been able to do so,” 


Te 
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but that the program to sell moe 
shoes will succeed if the membe -. 
ships back up the associatio; ,’ 
officers and staffs. 


@ At the Monday luncheon, } - 
Sheppard declared that uncertai - 
ties over the price situation, 

well as on the production outlo 
“are reasonably well resolved.” | 
said hide prices have not or 


n 


Lf 


but have come into closer balan 


e 
y 
shown increasing signs of stabili y 
e 
S. 


with prices of leather and sho 


a advertisers buy Time and The New 
Yorker today. But even smarter advertisers 
bought them 20 years ago! 


We’re talking about the kind of buyer who has 
the instinct to sense publication success. The 
dollar-minded man who wants to hitch his prod- 
uct to a new media star because he knows he can 
get value far and away beyond price that way. 


This is what he bought in the late Twenties in The 
New Yorker and Time... because he saw beyond 
the facts . . . because he sensed in each an edi- 
torial pattern and vitality destined to woo and 
win a loyal, growing, individual audience. 


HERE 1S WHY ARGOSY TODAY 
OFFERS YOU JUST SUCH A VALUE 


The rightness of Argosy’s editorial conception 
has, in less than two years, tripled the magazine’s 
guarantee. The record: 250,000 copies, July 
1947; 400,000, July 1948; 750,000 copies, 
February 1949. 


The soundness of Argosy’s growth is no happen- 
stance. Before scope and pattern were finally 


perfected, before advertising was solicited, 30 
months of editorial research went into evaluating 
men’s magazine reading interests. This program 
authoritatively established the fifteen ingredients 
that would make a magazine complete for men. 


WHAT MOST MEN WANT TO READ 
MOST THEY GET IN ARGOSY 


The completeness of Argosy is reflected in each 
and every issue with top-flight fiction, topical and 
informative articles, indoor and outdoor sports 
coverage, good grooming information and man- 
slanted art and pictures. 


The responsiveness of the Argosy reader is 
marked. Each month he devotes five hours of his 
leisure time to Argosy and gives at least an 80% 
readership to every editorial feature in the 
magazine. 


Several key advertisers have already heard . . . 
have seen .. . enough about Argosy to act. Among 
them are Schenley, Philip Morris, Botany and 
Four Roses. Chesterfield is aboard . . . so are 
Paris Garter, Wildroot, and others. 


Why not take a good, long, personal look at the 
whole Argosy story? 
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} roduction appears to be following 
.osely the prewar per capita pat- 
‘orn which reestablished itself last 


y ear. 
' “We have the choice of looking 
our productive capacity of more 
an 600,000,000 pairs a year and 
sing unhappy about actual pro- 
iction,” he said, “or we can look 

our current sales of between 
)0 and 500 million pairs and rea- 
ze that we are enjoying the best 
,ormal peacetime conditions in 
ir history. This is true despite 


2 oO er et & 


o = — zx 


the peak figures of 1941 and 1946, 
which for several well-known rea- 
sons were abnormal years.” 
Manufacturers’ inability to 
maintain a substantial backlog of 
orders, and the need to deal with 
their suppliers and customers on 
a hand-to-mouth basis “is one of 
the healthiest situations in our in- 
dustry today, since short term 
commitments and close operations 
will be our best insurance against 
a boom and bust,” he said. The 
outlook, he added, “is for reason- 


able stability and continued good 
business.” 


a While buyers proceeded cau- 
tiously at the start, activity at the 
four-day shoe fair gained momen- 
tum steadily and fair officials pre- 
dicted that almost 100,000,000 pairs 
of shoes, in styles to be available 
next spring, would be sold. More 
than 655 firms displayed their 
men’s, women’s and _ children’s 
footwear in 1,275 exhibit areas set 
up in four Chicago hotels. Manu- 


facturers represented are estimated 
to produce more than 90% of the 
shoes made in the United States. 

On the price front, Florsheim 
Shoe Co. indicated it will reduce 
prices on its men’s shoes amount- 
ing to about 50¢ at the wholesale 
level, while lesser cuts were an- 
nounced by International Shoe Co. 
and Edgewood Shoe Co., a division 
of General Shoe Corp. Industry 
spokesmen said the price cuts 
probably will not reach the retail 
level. 


FACTS ABOUT THE ARGOSY ALL-MAN MARKET 
SEX—98.7% of readers are men. 


AGE—60.9% between 18-34 years .. . average age 32. 
INCOME—70.1% have incomes of $3,000 or more. 28.1% 
have incomes of $5,000 or more. Average income is $4,705. 
MARITAL STATUS—69.7% are married with an aver- 
age of 1.5 children per family. 

HOME OWNERSHIP—71% live in private homes. 
48.5% own their own homes. 

AUTOMOBILE OWNERSHIP—68% own a car. 65% 
have °41 or later model, with 11% having a ’48 model. 


COMING—CROSSLEY SURVEY OF THE MAN MARKET 

Findings from the first nation-wide CROSSLEY poll on the likes of 
American males—from shirts to scotch—will soon be ready for mar- 
keters. This Argosy-sponsored survey will make available a wealth of 
information for every maker of men’s merchandise. Ask us to reserve 


a copy of this report for you. ARGOSY, 205 FE. 42 St..N. Y.17 N.Y. 


Leathers in colors for men’s 
shoes (22 shades) and women’s 
shoes (18 shades) were exhibited *} 
by the Tanners Council of Amer- 
ica. The shades, to be available 
for spring and summer of 1949, 
were picked by joint committees © 
of the council, the two associa- | 
tions and the Textile Color Card 
Association. 


CED Appoints White 


Nate White, former Christian 
Science Monitor correspondent, 
has joined the information staff of 
the Committee for Economic De- 
velopment and on Jan. 1 will as- 
sume the duties of CED’s director 
of information, succeeding John 
H. Van Deventer, who will retire 
(AA, Oct. 25). Mr. Van Deventer, . 
former editor and publisher of Iron ~ 
Age, will remain as a trustee of the 
CED. 


Council Elects Barnes 


Harold S. Barnes, director of the * 
Bureau of Advertising, ANPA, 


New York, has been elected to the 
board of directors of the Adver- 
tising Council. 


MILLION © 
Farm Families 
of America 


Your advertising message 
in Nation’s Agriculture lit- 
erally puts a finger on the 
key to farm opinion in 
America. The 1,358,810 
farm families who read Na- 
tion’s Agriculture represent ‘ 
without question the real ~ 
farm leaders of the U. S. 
Nation’s Agriculture is ed- 
ited specifically for these 
Farm Bureau families who 
influence the buying pref- 
erences of their neighbors, 
their communities and the 
nation. 


Copies of the above book- 
let are available upon re- 


quest. Just write to George 
Chatfield of 


The Hation's 
AGBRICULTURE 


OFFICIAL PUBLICATION FOR 


1,358,810 


FARM FAMILIES OF THE 


AMERICAN FARM BUREAU FEDERATION 
109 North Wabash Ave., Chicago, Ill. 
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' minded,” he declared. 


Fashion's Part 
in Distribution 
Told at Meeting 


Boston—Fashion as an element 
in distribution was described 
for delegates to the Boston Con- 
ference on Distribution here last 
week by a series of experts, in- 
eluding a retailer, textile manu- 
facturer, designer and fashion 


* editor. 


Robert L. Huffines Jr., pre- 
sident of Burlington Mills Corp., 
pointed out that the textile in- 
dustry is the nation’s largest man- 
power employer, second only to 
food in its take of the consumer 
dollar, and intensely individual. 

Mr. Huffines characterized as 
“silly” the reports that textile 
manufacturers are curtailing 
to maintain high 
prices. “By nature they are sales- 
“It would 
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be silly indeed to assume they: (1) not enough time is spent 


would carry on such practices 
for the glory of maintaining fic- 
titious sales quotations versus 
operating their plants at such ca- 
pacity as would yield any mar- 
gin of profit no matter how low. 
When you consider the relative 
insignificance of a few cents a 
yard of fabric in the cost of 
finished articles to the consumer, 
would it not be foolish to forego 
this profit if it means the oppor- 
tunity to keep our textile plants 
in a modern state of equipment 
with full employment and effi- 
cient operation?” 


@ Fashion affects not only style 
but fabrics as well. “By spring 
of 1945,” Mr. Huffines noted, “it 
became apparent that the usual 
postwar shift of fashion was about 
to reoccur. It called for materials 
with stiffer finishes. By 1946 we 
produced a few such fabrics; by 
1947 a few more; this spring 
many; next year still more—as we 
move with the fashion cycle.” 

Burlington also pioneered in the 
rayon suit for men. Its president 
said that 25 years ago “our sole 
ambition was to produce a fabric 
good enough to be considered as 
a substitute for silk. It was only 
in the progress of the years that 
we saw further opportunities, 
and this year for the first time 
tens of thousands of men enjoyed 
greater comfort in rayon summer 
suits.” 


s Dorothy Draper, New York de- 


signer and decorator, told the 
meeting that fashion is an acti- 
vating force in the merchandising 
world today, and that “merchan- 
dising can only be successful 
when what the people want, need 
and can afford is known by those 
who design, manufacture and sell 
ng 

She told the audience that anal- 
ysis of the methods employed for 
distribution by industry shows: 
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BEAVERITE PRODUCTS. INC. 


du -DE WITT STREET, BEAVER FALLS, NEW YORK 


on planning and coordinating a 
complete package; (2) not enough 
is known about the people who 
are potential purchasers of the 
product: (3) not enough time 
and care are given to the analysis 
of the complete job in the be- 
ginning; (4) not enough is known 
about the correct timing of the 
presentation (the impact of a 
new fashion on the buying public 
at the right time cannot be over- 
estimated); and (5) not enough 
ideas are developed to sell the 
merchandise through dramati- 
zation. 


s Carmel Snow, editor of Harper’s 
Bazaar, warned the meeting that 
fashion is no longer confined to 
the sixth floor of department 
stores, but “affects all sales— 
automobiles, furniture, kitchen 
utensils, food, fountain pens. The 
desire to be in fashion can almost 
be translated into our larger de- 
termination to achieve a higher 
standard of living.” 

“Lawrence B. Sizer, divisional 
vice-president, Marshall Field & 
Co., Chicago, drew a parallel be- 
tween fashion and _ sociological 
ideas, including economics and 
government. 


Merrill Heads Y&R 
San Francisco Office 

Edward A. Merrill Jr., who 
joined Young & Rubicam, New 
York, in 1931, has been appointed 
manager of the 
agency’s San 
Francisco office. 
Mr. Merrill 
served succes- 
sively in the 
agency’s re- 
search, merchan- 
dising and copy 
departments. 

Prior to his ap- 
pointment as 
manager he was 
in the contact de- 
partment and 
later acting manager of the San 
Francisco office. 


FM Group Seeks Data 
for Agency Time Buyers 


The FM Association set out 
last week to poll the nation’s 637 
commercial FM stations for data 
needed by agency time buyers. 
According to Bill Bailey, FM As- 
sociation’s executive director, the 
poll was prompted by a remark 
of Ken Godfrey, of the Four A’s 
who reported recently that agen- 
cies are not getting facts and pro- 
motions from FM stations (AA, 
Oct. 4). 

The association seeks informa- 
tion about the number of sets in 
use, sales policies and experience 
of stations, and other pertinent 
commer-ial and listenership infor- 
mation. 


E. A. Merrill 


100 Stations Sign 


for ‘Robbins Nest’ 

The “Robbins Nest,’ an hour- 
long Kermit-Raymond production 
featuring Fred Robbins, disc 
jockey, has been sold to 100 sta- 
tions. The new transcribed show, 
which has openings for 12 com- 
mercials, began last week over 
some stations. Kermit-Raymond’s 
New York office has no indication 
as to the number of local sponsors 
lined up to back his broadcast. 

In addition to records and Rob- 
bins’ chatter, the program offers a 
guest interview and a prize feature, 
the “Fred Robbins Dictionary of 
Spectacular Vernacular,” to lis- 
teners who write requesting it. 


Wright Man, Wrong Title 

Charles Wright, Kraft Foods ex- 
ecutive shown in a photo of a 
Criterion poster reproduced on 
Page 55 of the Oct. 11 issue of 
ADVERTISING AGE, is general sales 
manager of the company. His title 
was incorrectly indicated in the 
caption. 


OAA Group Plans Meeting 

The annual meeting of the Out- 
door Advertising Association of 
Pennsylvania will be held Jan. 
10-11 at the Schenley Hotel, Pitts- 
burgh. 


Teleradio Mans Corner 


LONG VIEW ON TELEPHONE QUIZ 


Overlooked or little mentioned in the present picturesque 
hubbub created by Fred Allen and other radio comics is the 
original background and use of telephone quiz programs. 


These were for many years typical of and limited to the 
pauper fringe of local catch-as-catch-can stations. There 
were many forms of telephone quiz, but collectively the trade 
slang was “funny money.” It was slick-trick stuff to get people 
to tune into an obscure station to pick up clues which might 
pay off if the telephone rang. What the networks have now 
adopted, and extended to a national circulation, they once 
despised and denounced as “buying audience.” 


Remember this background. It helps explain the shamed- 
faced psychology which accompanies the network boom in 
telephone quiz jackpots. The prizes have grown astronomical, 
but the affinity with “funny money” is too clear for any- 
body to be proud of anything but the profits. The networks 
want their share of the gravy, but in their candid moments 
they agree the telephone thing is tearing into shreds the old 
argument that radio brought healthy entertainment into 
drab lives. Telephone quiz is bringing get-rich-quick razzle- 
dazzle to new highs and storing up a day of reckoning when 
the candy is taken away from the grown-up children. 


Nice folks have “deplored” the jackpotting mania but, 
being nice folks, have not wanted to be the ones to shoot the 
other fellow’s Santa Claus. Hence the ambiguous situation 
of a violently criticized vogue against which the only real 
action comes from the jibes of professional comedians. 


The FCC’s position is peculiarly static. After quoting 
chapter and verse for its authority to crack down on the 
jackpots as lotteries and gift enterprises, the commissioners 
learned, incredible as it sounds, that the law they were 
quoting had been quietly amended. The circumstances re- 
main vague, but apparently some uncelebrated genius of 
clairvoyance foresaw the jackpot boom and with extra- 
ordinary soft shoes called upon Congress to erase the ex- 
plicitly applicable words. Just in passing, your Teleradio 
Man suggests that this is authentic whodunit material. 


And so the radio jesters have stepped in where the radio 
commissioners have stepped aside (at least for the moment) 
and the telephone quiz kings now are being clouted night 
after night—and not with folded newspapers. Whether the 
telephone quiz man can be laughed off the air or go out of 
fashion is something for time to tell. Meantime, to point the 
finger at one particular show, on the Plymouth-DeSoto spon- 


Two announcers alternated 
full list of prizes. 


other kind donors. 


sored “Hit the Jackpot” (CBS) this is what happened: 


By the time they had exhausted their 
vocal fireworks the Plymouth car grand prize seemed hardly 
worth mentioning, as if the sponsor had done rather less than 


in a fanfare-reading of the 
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Disposable Baby Bottle 
Launched in 3 Cities 


Shellies, collapsible and dispos- 
able baby bottles made from a soft 
plastic by Shellmar Products Corp., 
Mt. Vernon, O., has been intro- 
duced in Columbus, Cleveland and 
Washington stores. 

The product will have national 
advertising when national distribu- 
tion is reached, probably in five 
months. J. Walter Thompson Co. 
handles the account. 


B. B. Pens Fair Traded 


B. B. Pen Co., Hollywood, has 
announced the establishment of 
fair trade prices on B. B. pens at 
the wholesale level. B. B. products 
have been fair traded at the retail 
level for some time. 


Hospital Services Name JWT 


J. Walter Thompson Co., De- 
troit, has been appointed to handle 
the advertising of the Michigan 
Hospital Service and the Michigan | 
Medical Service. 


Army Plans Variety Show 


The Army and Air Forces re- 
cruiting services will start a 30- 
minute variety show Nov. 11 over 
ABC. The Army pays the talent 
cost only—about $10,000 weekly— 
and the network donates the time. 
Gardner Advertising Co., Wash- 
ington, is the agency. 


EXPORT @ ® 
TRADE & SHIPPER 
Circulates in the U.S. A. 
It is read 
by Export Managers 
of 
LEADING AMERICAN 
MANUFACTURERS 


20 Vesey Street, New York 7, N. Y. | 


tion in its 


LIONS 
Market 


through 


too. For a 


To reach 


printed in 


THE LION MAGAZINE 


CHICAGO 4, ILLINOIS 


Over 338,000 business executives and profes- 
sional men in 6,200 communities throughout North 
America READ THE LION Magazine. As proud and 
active members of Lions Clubs everywhere they 
Read THE LION because it's for and about them. 
It's their Official Publication. 

THE LION gives advertisers the Largest Circula- 


readers PLUS excellent readership AND a market 
of high income male buyers, and their families, 


reader write for our brochure: LION Magazine, 
Room 353, 332 S. Michigan Ave., Chicago 4, Ill. 


AMERICAN countries ask for data on EL LEON, 


Latin-Americans. 


field at the lowest cost per 1,000 


detailed report on the average LION 


a wealthy export market in LATIN 
Spanish, about, for, and edited by 


Represented By 


kh eee res S. L. Feiss 
Chicago....... Burton H. Johnson 
Los Angeles. ..Henry and Simpson 
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PRODUCTION 


PUBLIC 


RELATIONS PLANS BOARD 


MOTION PICTURE: 


Too many cooks may spoil the broth, but 


too few cooks can spoil the whole complex 


menu that is national advertising. 


YOUNG & RUBICAM, INC. aoverrisinc 


New York Chicago Detroit San Francisco Hollywood Montreal Toronto Mexico City London 
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KSTL Promotes Stuftiebam 


Ralph L. Stufflebam, sales man- 
ager of Station KSTL, St. Louis, 
has been named station manager. 
Frank E. Pellegrin, general man- 
ager and president of Radio St. 
Louis, Inc., licensee and operator 
of the station, has relinquished the 
post of general manager to become 
nationa! sales manager of Transit 
Radio, Inc., but he will retain his 
position as president of KSTL. 


Joins Film Center 


, Sophie Hohne, former sales and 
distribution manager of the March 
of Time forum edition, has been 
appointed director of distribution 
for the Princeton Film Center, 
Princeton, N. J. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft* 
900 Kibby St., Lime, 


Y/ 


U.S.A. 
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IF 


yi TO ENABLE YOU TO SPOT-TEST NEW 
MARKETS, OR TO GET THE ADVANTAGE OF COLOR 
PRINTING IN SMALL JOBS WE SPECIALIZE IN 


») Snaer UUs ECOMWS 
Witt Mamasing Economy 


By using the photogelatine process, which we have brought to a 
high degree of perfection, we can give you runs of as few as 100 
copies, in any size up to 40” x 60” 
For purposes of price illustration: 
Where photographic enlargements would cost $8 to $10 each, our 
prices will run 35¢ to $2 depending on quantity. 


x Truly Wlagnificent 
Ree 


Our screenless, dotless process is the near- 
est approoch to photography. Just give us 
your negative or kodochrome or any art 
work (4” 
through with reproductions of amazing fidelity. 


FREE SAMPLES gladly mailed to you on 


request Or, 
right now, our quotation will interest you. 


ILLINOIS PHOTOGRAVURE CO. 


466 W. Superior St. + Chicago 10 + De. 7-6950 


} 


duotone or full-color process 


AMONG OUR CLIENTS q 
Montgomery Ward 

Sears Roebuck 

Caterpillcr Tractor 
Diamond T Motor Co. 
Studebaker Corp. 

Genera! Motors 

. Diesel Corp. 
General Mills 

J. Walter Thompson 
Ruthrauff & Ryan 

Batten, Barton, Durstine 
& Osborne 

Roche, Williams & 
Cleary 


Martin Senovur 
Paint Ce. 


Portland e Seattle « Los Angeles 
Kansas City « Lovisville « Chicago 


Cincinnati « Washington, D. C. 


Bigger Budgets 
for ‘49 Seen 
by ANA Members 


Larger Appropriations 
Now a Necessity, 
L. Rohe Walter Says 


New Yorx—Members of the As- 
sociation of National Advertisers 
believe that, in general, advertis- 
ing budgets will increase in 1949 
rather than decrease. 

That was the gist of a prelimi- 
nary report on a survey of mem- 


bers’ plans, presented to the ANA | ® 


session here Monday by E. T. 
Batchelder, vice-president and 
secretary of the ANA. 

Basing his report on a tabula- 
tion of the first 139 replies to a 


M 
Lf; 


é 


sheets in either monotone, 


“OA 


x 6” of larger) and we will come 


if you have a job coming up 


Prompp service in and from 


questionnaire, and breaking his 
answers down to separate con- 
sumer goods companies from in- 
dustrial goods organizations, Mr. 
Batchelder reported: 


s Industrial—Of 24 companies do- 
ing less than $50,000,000 volume, 
62% report current volume as bet- 
ter than 1947; 21% say it is the 
same, and 17% say it is worse. 
Among 20 companies with sales of 
more than $50,000,000, 70% say 
sales are currently better than in 
1947, 25% say they are about the 
same, and 5% say they are worse. 

In the group of smaller com- 
panies, 38% say 1948 profits are 
“good,” while 58% classify them 
as “fair” and 4% call them “poor.” 
Among the larger companies, 80% 
classify their 1948 profit picture 
s “good,” and 20% as “fair.’’ In 
neither group did any company 
report a deficit. 


@ Among the smaller industrial 
companies, 40% expect 1949 sales 
yolume to exceed 1948; 48% ex- 
pect it to be about the same; and 
12% expect a drop. Among the 
bigger companies the correspond- 
ing percentages were 48, 38 and 14. 

Twenty-one per cent of the 
smaller companies said their ad- 
vertising Had been cut during this 
year, and 19% of the larger com- 
panies reported a cut. However, 
37% of the smaller companies and 
55% of the larger companies ex- 
pect their 1949 advertising appro- 
priations to be larger than the 
1948 figure, while 63% of the 
smaller and 45% of the larger 
companies expect it to be about 
the same. No company in either 
group expects its 1949 advertising 
budget to be smaller than it was 
this year. 


= Consumer goods—Of 91 com- 
panies reporting, 70% reported 
current sales volume up over last 
year, 15% reported it the same, 
and 15% said it was down. Profits 
for 1948 were classified as “good”’ 
by 62%, as “fair” by 35%, and as 
“poor” by 3%. 

In 1949, 54% expect their sales 
volume to be greater than in 1948, 
37% expect it to be about the 
same, and 9% believe it may drop. 
Fifteen per cent of the companies 
have cut their advertising this 
year, but 55% expect their 1949 
appropriations to be larger than 
this year’s, 38% expect them to 
be about the same, and 7% antici- 
pate a decline. 

At the same session, Howard 


LISTENING IN—A group of earnest ANA attendees: Philip L. Thomson (left), presi 


dent, Audit Bureau of Circulations; Harry C. Ray, American Optical; 


Bill Morgan 


Oneida Ltd.; F. R. Roper, Standard Oil of California, and W. N. Connolly of S. C. 
Johnson & Son, who was elected chairman of the ANA board at the New York 
meeting. 


Seward, who is conducting the 
ANA appropriation study, by 
means of which the association 
hopes to discover how typical ad- 
vertisers determine their appro- 
priations, to establish a set of 
guiding principles for budget de- 
termination, and to make recom- 
mendations for the establishment 
of advertising reserves, reported 
on the work he is doing. 

The study consists of detailed 
discussions with advertisers, on a 
confidential basis, to determine 
not only the theoretical basis (such 
as percentage of anticipated sales) 
on which advertising appropria- 
tions are based, but the detailed 
procedure followed in varying 
types of businesses in determining 
an advertising figure. He gave 
brief reports on four companies 
which he has already investigated, 
and urged ANA members to sup- 
port the study actively so that 
the study, the most detailed of its 
kind ever attempted, will be of 
major value to all advertisers. 


es L. Rohe Walter, Flintkote Co., 
made a strong plea for “less 
economy-mindedness” in relation 
to advertising expenditures. While 
not deprecating the necessity for 
making every dollar work as hard 
as possible, Mr. Walter insisted 
that too often the economy-minded 
approach substitutes a penny- 
pinching attitude for a realistic, 
dynamic viewpoint. 

While advertising appropriations 
have largely been based on a per- 
centage of actual or anticipated 
sales in the past, he said, there is 
very convincing evidence that this 
procedure has not been followed 
in recent years, and that while 
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Coconet trees, that is. Philip- 
pine exports of coconut products 
are breaking all records. Prices are 
history’s highest. Money is growing 
on trees in the Philippines! And 
being spent for American goods. 
Imports from the U. S. exceeded 
$427 million last year. 

Sell your products duty free in 
this rich Far Eastern market. No 
trade restrictions. Payment is made 
to you in U. S. dollars. 

The Philippine market is effec- 
tively covered by the ten Ramon 
Roces Publications, with a com- 
bined readership of over 2,000,000. 


United States Offices — 270 Park Avenue, New York 17, N. Y. 
Albert C. Capotoste 


Ramon Roces Pusucarions « 


MANILA ¢ PHILIPPINES 


ie off trees is.a cinch! 
SE OS, CF SR ~Y (...in the Philippines ) 


Magazine 


Tel.: 


Each publication of the Roces group 
blankets particular dialect sectors, 
particular trading areas—does a spe- 
cific job. Together, they provide 
island-wide coverage, influencing 
the buying habits of brand-conscious 
Filipinos. They prefer goods of 
American manufacture. Write for 
further information. 


The leading PM Daily Newspaper 
Eight Dialect Weekly Magazines 
The Outstanding English Language 


One schedule, complete coverage 
Communicate with: 


MUrray Hill 8-4777 


sales have gone up 200 to 300%, 
advertising appropriations have 
risen only 25 to 35%. As a result 
of the increases in sales, plus the 
increases in advertising costs, he 
said, this means that many adver- 
tising appropriations are actually 
smaller in impact now than they 
were before the war. 

“If advertisers are to get the 
most out of their advertising dol- 
lars,” he said, “they must first 
of all have sufficient dollars avail- 
able to do an adequate job. Very 
largely this means larger appro- 
priations—appropriations which 
are more nearly in line with their 
prewar relation to sales volume.” 


w Advertising expenditures, like 
business expenditures on inven- 
tories and capital facilities, should 
mitigate rather than accentuate 
changes in the business cycle, 
Dean G. Rowland Collins of the 
school of commerce, New York 
University, told the session. 
“Just so long as advertising ex- 
penditures are overly expanded in 
good times and sharply curtailed 
in bad times,” he said, “this ex- 
pansion and contraction of the 
advertising budget actually com- 


pounds the movements of the 
business cycle. 
“Near, at, or just beyond the 


top of a period of business binge 
(which seems to be the condition 
now), it seems scarcely sound 
either to cut advertising expendi- 
tures ruthlessly on a purely quan- 
titative basis, or to boost expen- 
ditures extravagantly on a purely 
quantitative basis.” 


ws Harley H. Noyes, vice-president 
of Oneida Ltd., told the ANA that 
advertising management mus! 
function as a part of total over-all 
company management, and _ that 
the advertising operation must 
have an “equal voice” in the for- 
mulation of company plans and 
policy with sales, manufacturing 
and other business functions. 

Citing the record of his own 
company, Mr. Noyes reported that, 
despite substantial losses in 1930 
1931 and 1932, the compan) 
boosted its 1933 advertising appro- 
priation sharply, and turned 3 
1932 deficit of more than $1,006 ,000 
into a 1933 profit of nearly $: 00, 
000, “and has made money every 
year since.” 


Sharp & Dohme Ups Hewitt 


Con. M. Hewitt, export 
manager, has been appointed di- 
rector of marketing of Shai 
Dohme, Inc., Philadelphia | "ué 
firm, succeeding Alfred E. V ills, 
assistant sales director, who i: re 
tiring Dec. 1. Mr. Hewitt, 
joined the company in 1933, 
will be in charge of the proc ‘ts 
marketing department of the 
mestic sales division. 
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(ensus-Meredith 
Tie-up Produces 
New Urban Study 


jes Mornes—Important data on 
re. der families, their income, home 
ownership, occupation and educa- 
tion is shown in the first urban 
m: gazine survey of its kind, com- 
paring Better Homes & Gardens 
suoseribers and their non-sub- 
scribing neighbors. 

‘he study was undertaken by 
the Bureau of the Census, and the 
report prepared by the bureau at 
the expense of the magazine. All 
work in developing the basic data 
was handled by the bureau. The 
federal agency and Successful 
Farming, another Meredith publi- 
cation, pioneered this Census-in- 
dustry relationship in 1943 with a 
similar sample of farm readers and 
their non-subscribing neighbors. 

The new survey is based on the 
April, 1947, Survey of Population, 
Labor Force and Housing, con- 
ducted by the Census Bureau. In- 
formation was obtained through 
an area sampling project involv- 
ing calls on some 30,000 families 
in 44 states and 148 areas. The 
bureau matched names of Better 
Homes & Gardens subscribers and 
their non-subscribing neighbors 
with names on the survey sched- 
ules, and no names or identities 
of individuals or households in- 
volved were disclosed to the 
magazine. 


a The report, released by Mere- 
dith as “A Special Name-Match- 
ing Project,” reveals that nine out 
of ten Better Homes & Gardens 
families have both husband and 
wife present in the home, com- 
pared with 79% for neighboring 
non-subscribers and 78% for the 
U. S. average. The magazine’s 
families have a median income of 
$3,995, compared with $3,036 for 
their next-door neighbors and 
$2,811 for the nationwide average. 

Thirty-four per cent of the pub- 
lication’s subscribers have incomes 
of $5,000 and more annually, com- 
pared to 20% for their neighbors 
and 16% for the U. S. average. 
Of the subscribers, 77% own their 
own homes, while next-door neigh- 
bors show a home-ownership per- 
centage of 65 and the national 
average is 55%. The median num- 
ber of rooms for subscribers is 
5.8, for neighbors 5.3, and for the 
nation 4.9. Fifty-two per cent of 
Better Homes & Gardens subscrib- 
ers have lived in the same house 
since April, 1940, compared with 
43% of their neighbors and 44% 
for the U. S. 

One year or more of college is 
listed for the head of the house- 
hid among 26% of subscribers, 
compared with 21% for their 
neighbors and 12% for the U. S. 
average. Professional, semi-pro- 
fessional and executive posts ac- 
count for 36% of subscribers, com- 
pared with 30% for neighbors 
and 20% for the U. S. as a whole. 


NCAB Appoints 3 Officers 

The National Outdoor Advertis- 
Bureau has appointed the fol- 
ng officers: Nellis G. Vanden- 
‘, in charge of the Chicago of- 
has been named vice-presi- 
\\; Stanley W. Deck, assistant 
na ager of the New York office, 
has been appointed vice-president, 
' William C. Roux, an assistant 
ager of the painted display 
racting department in New 
‘¢, has been named assistant 
sec: stary. 


Pac kaging Exposition Set 

lor Atlantic City, May 10 

_T.e American Management As- 
ci tion, New York, will hold its 
‘8th annual National Packaging 
“X} sition in the public audi- 
ri m in Atlantic City, N. J., May 


13, More than 200 exhibitors 


will utilize 110,000 square feet to 
display developments in packag- 
ing, packing and shipping machin- 
ery. 

Arrangements for the exposition 
are being made by the Exposition 
Exhibitors Advisory committee, of 
which J. M. Cowan, manager for 
market development, the Dobeck- 
mun Co., Cleveland, is chairman. 


Plans New Food Publication 


Irving L. Diamond, publisher of 
the Arizona Beverage Journal and 
the new Arizona Restaurateur 
(AA, Sept. 13), will launch a third 
publication, the Arizona Food 
Merchant, starting Dec. 10. The 
new publication will have a guar- 
anteed minimum monthly circula- 
tion of 2,000, covering every gro- 
cery outlet in Arizona. 


Show Gets AM, TV Coverage 


Bristol-Myers Co., New York, is 
carrying “Break the Bank,’ its 
high-rating giveaway show, sim- 
ultaneously on radio and televi- 
sion. Broadcast over ABC’s AM 
network, the program is telecast 
over WJZ-TV, New York. 


New School Offers 
A. B. Degree in PR 


New YorK—You can now prove 
that you’re a public relations man 
by a sheepskin. 

The New School for Social 
Research has announced it will 
confer an A. B. degree on students 
majoring in public relations. It is 
the first time the degree has been 
offered by the school, and is the 
culmination of four years’ experi- 
mentation. Currently, the school 
offers 20 workshops, seminars and 
lecture courses in public relations. 

Dr. Bryn J. Hovde, president, 
said the program is calculated 
to provide sound academic train- 
ing for students expecting to enter 
the field. Students must be of 
junior standing, must be carefully 
screened and have basic work in 
social sciences and training in 
modern research methods. 

The faculty for public relations 
includes Benjamin Fine, educa- 
tion editor of the New York Times; 


Hans Zeisel, associate director of 
research, McCann-Erickson, and 
Charles Schlaifer, director of ad- 
vertising, publicity, exploitation 
and radio, 20th Century-Fox. 


Musterole Plans Big Drive 


Musterole Co., Cleveland, will 
begin the largest campaign in its 
history within the next month us- 
ing about 3,000 newspapers, na- 
tional magazines, farm and busi- 
ness papers, car cards and comic 
supplements. In addition, 150 ra- 
dio stations will carry selective 
announcements Monday through 
Saturday in leading markets 
throughout the country. Erwin, 
Wasey & Co., New York, is the 
agency. 


Two Appoint Louttit 


T. Robley Louttit, Inc., Provi- 
uence, R. I., has been named to 
handle the advertising of Hy- 
draulic Products Co., Providence, 
and West Warwick Machine Tool 
Co., West Warwick, R. I. Business 


papers ana direct mail will be used | 


by both. 


zt 


Ofters Film on Lithography 


Eastman Kodak Co., Rochester, 
N. Y., has produced a 45-minute, 
16 mm. motion picture, “Photo- 
Lithography,” which follows, step- 
by-step, the production of a piece 
of four-color process work, with 
scenes ranging from selection of 
color copy to the final press run. 
The film is available for showings 
before associations, trade groups, 
schools and companies. 
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NEW HIGH COVERAGE AT A NEW LOW RATE 
in A Bigger Indiana Market 


*. 


@ Now we can serve you better than 
ever before. Combined, we offer you 
saturation coverage of Indianapolis and 
Marion County families every day... 


plus more than 50% 


in the 19 counties of the primary trad- 
ing area... plus more than 25% family 
coverage in the 25 counties com- 
prising the secondary trade zone. 
It’s a rich, productive market— 


over half of Indiana! 


family coverage 


want to SELL. 


Write us for 


_ And, combined, we can give you 
service without equal in this great 
Mid-Western market. With the 
Consumer Analysis and the Gro- 
cery Audit, 
helps, we can steer your advertis- 
ing campaigns right to the spots you 


plus other marketing 


any additional infor- 


mation you may need. 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR 
and 
THE INDIANAPOLIS NEWS 
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Publishers Elect Lee 

Ralph B. Lee, advertising man- 
ager of the Democrat-Herald, Al- 
bany, Ore., has been elected presi- 
dent of the Oregon Newspaper 
Publishers Association. He suc~ 
eeeds Robert Penland, advertising 
pcan of the Express, Lebanon, 


Sanford Joins ‘LH’ 

John P. Sanford, formerly with 
the sales department of Cluett, 
Peabody & Co., New York, has 
joined the advertising sales staff 
of the New York office of the 
Ladies’ Home Journal. 


Campbell Pushes 
Soups as Sauces 


CAMDEN, N. J.—Monthly inser- 
tions in Good Housekeeping, 
Ladies’ Home Journal, McCall’s, 
and Woman’s Home Companion, 
beginning in December, will push 
Campbell’s tomato and cream of 
mushroom soups as cooking and 
pour-on sauces. 

The campaign, starting with 
four-color half pages in the four 
publications, is scheduled to run 
in addition to the regular full- 


ACCURATE COMPOSITION SERVICE, INC 


Har wie 


Pr 


page, four-color promotion of the 
21 soups in ten magazines. 

Campbell’s three web shows, 
“Club 15,” “Double or Nothing” 
and Edward R. Murrow, will de- 
vote 30% of their commercial time 
to selling the idea that the two 
soups, heated as they come from 
the can, make delicious cooking 
sauces, 

Ward Wheelock Co., 
phia, is the agency. 


Telecoin Corp. Gets 
into Television Act 


Telecoin Corp., New York, op- 
erator of the Launderette chains, 
has set up a television manufac- 
turing affiliate, Tele-Video Corp., 
in Upper Darby, Pa., to make mul- 
tiple unit video systems for use in 
hotels, schools, theaters and hos- 
pitals. 

The receivers, expected to go 
on the market in mid-November, 
will be equipped with an optional 
coin operating attachment. 


Philadel- 


Federal Reserve Figures on Department Store Sales 


WASHINGTON — Consumer buying 
was relatively heavy for the week 
ended Oct. 16, the Federal Reserve 
Board reports, with department 
store sales up 11% above the dollar 
volume for the corresponding week 
of 1947. 

Only the San Francisco (12th) 
district reported losses on the year- 
to-year comparison, with a sales 
decline of 3%. San Francisco’s 
10% increase was offset by drops 
of 7% in Los Angeles, 6% in Oak- 
land, 4% in Portland, 3% in 
Seattle and 1% in Salt Lake City. 

The .Cleveland (fourth) district 
led the districts with an 18% in- 
crease in sales over 1947, the Chi- 
cago (seventh) district showed a 
16% rise and the Boston (first) 
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the Times alone will do the 
job... reaches.8 out of 10 
homes in Seattle! Proved | 
practice is to run the ‘A’ — 

- schedule for impact and 

_ the ‘B’ schedule for follow- 


IT! 


fit manos 
‘Tegan te j 


| | ARST IM SEATTLE) a 


;3.@ 
a 


s) ys City Zone 


AND HERE’S 


tHe PROOF 


| from Media Records, daily and Sunday, first 
9 months 1948.) 


in total by . _...., 0/405, 528 mes 
te etal eg _....- 2,014 TG umes 
a 


1,161,608 ues 


in classified by... 024, 40 ures 


173,586 unves 


— by... 41,367 COPIES 


ST "in total circulation by . 23)000 copies 
* (Daily)—ABC March 31, 1948 : 


‘DEPARTMENT STORE 


SALES INDEX 


1935.39 EQUALS 160 


Week to Oct. 16, 48* .p332 


Week to Oct. 9, '48*. . .337 
Week to Oct. 18, ’47*. .299 
Week to Oct. 11, '47*. .304 


Month of August, ’48* . 259 
Month of August, ’47* . 236 


pPreliminary. 
*Not adjusted seasonally. 


district was up 15%. 

Houston, as usual, led the cities, 
with a 29% sales increase over the 
same week of last year, and Toledo 
was second, up 28%. 


Yr.-to-Yr. % Gain 
Week Knaing 


Federal Reserve Oct. Oct. Wet, 
District and city 2 9 16 
UNILED STATES .... 0 rl0 ll 
Boston District ....... —9 10 16 
New Haven ........ —13 18 24 
Pre —10 6 lz 
Springfield ......... —5 10 10 
Providence ......... —8 28 li 
New York District —T rll 13 
ee ee eee —10 rl6 1 
I 440.0042 9-40 002 3 rl7 20 
New York .......... —10 r8 1s 
pocheuter sup eet anod 5 rl8 16 
Syracuse ........... 4 rl7 12 
Philadelphia District .. —8 ll 13 
Philadelphia ........ —T ll ll 
Cleveland District ..... 2 14 18 
MEE Gadeveeeciicds 3 ll 14 
Cincinnati........... 1 22 15 
Cleveland .......... 4 14 17 
Columbus .......... 5 19 21 
SD + chonsas%erve 15 r2l 28 
Pittsburgh ......... —2 10 20 
Richmond District 1 ll 12 
Washington ........ 8 10 9 
Baltimore .......... —6 ll 15 
Atlanta District ...... 10 . 18 1 
Birmingham ........ 10 22 4 
aaa s —9 ° 
BEE cavdeciveses 20 r29 8 
New Orleans ....... 8 14 7 
scenes sne se ~ 4 il 10 
Chicago District ...... 0 12 16 
| enna —3 ll 16 
Indianapolis ........ 3 12 12 
SS a re 0 10 16 
Mil I Dds a bande a 12 19 13 
St. Louis District...... 13 11 " 
Little Rock ......... 16 15 1 
EES 9 ll 12 
ST <eanaecees > 13 9 7 
EE 13 ll § 
Minneapolis District .. ° 6 54 
Minneapolis ........ ° ad ° 
SO eee ° ° ° 
Duluth-Superior .... ° ® ’ 
Kansas City Dis.rict... 5 14 ll 
See 8 9 l4 
RR 1 27 24 
Kansas City ........ 4 14 b 
eee 0 8 0 
Setenome i Te «aes 3 2 6 
Pehthe sin >s 2s 10 13 14 
Dallas “Disiriet seb ebnee 13 18 8 
teh a ibe teaen. ¢ 3 12 l 
Port Worth ......... 8 14 3 
RS Pere 35 36 2y 
San Antonio ........ 10 12 6 
San Francisco District. 2 —§ =9 
Los Angeles Area... -~—4 —T i 
ES a0h4 06 6:44.62 1l -~-2 — 
San Francisco ...... 11 8 10 
ED ass & 0 e's 0's 9 5 4 
Salt Lake City...... 1 7 —l 
| ee eee 13 0 —3 
r—Revised. 


*Data not available. 


Amold Establishes Sales 
and Distribution Service 


Arnold Bakers, Inc., Port Ches- 
ter, N. Y., has inaugurated a new 
sales and distribution setup with 
the establishment of Arnold Bvead 
Sales Corp. for service to the dis- 
tribution organization, hanc ing 
distribution of Arnold products 0 
13 states. 

C. C. Arnold, vice-presiden: 10 
charge of sales of Arnold Ba! ers, 
Inc., heads the new corpora 10on 


Sweet's Files Expand 

Sweet’s Catalog Service div »i0! 
of F. W. Dodge Corp., New Y rk. 
has announced the increased 1is- 
tribution of five of the s 
Sweet’s Files to be issued ©! 
year. The files affected by th: 10- 
creases are: Mechanical Indus “és 
from 9,000 to 12,000; Process In- 
dustries, from 10,000 to 16 )00: 
Engineering, 10,000 to 12,000; At 
chitectural, 15,000 to 17,000, 2¢ 
Builders, 10,000 to 25,000. 
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‘unkist Orange 
(ampaign Will 
“tress ‘Fresh’ 


os ANGELES—In a direct thrust 
ag inst the increasing competition 
of canned citrus, the 1948-49 cam- 
pe'gn of Sunkist navel oranges 
wil include a new secondary 
theme, “Only fresh oranges give 
yc all the flavor, all the vitamins.” 
Tie over-all quality story, “Best 
for Juice and Every Use!” will con- 
tinue as the major theme. 

in announcing the campaign, 
Russell Z. Eller, advertising man- 
ager for the California Fruit 
Growers Exchange, noted that “a 
few years ago, fresh Florida citrus 
was the principal competition to 
California navels. Now there is 
the added competition from Texas, 
plus the impact of canned citrus 
juices. 

“To successfully market our 
navel orange crop at prices which 
will net a satisfactory return to 
our growers,” he said, “we must 
continue to sell California navels 
as the quality orange—fresh in the 
skin.” Behind this policy is the 
Californians’ experience that dis- 
posing of their crops in canned 
form has never proved a profitable 
operation. 


s Predicated on estimated fresh 
shipments of 26,000 cars of navels, 
the total winter orange advertis- 
ing budget amounts to slightly 
less than $850,000 for the coming 
season. This is about $150,000 less 
than the budget of last year. Per 
case assessment remains the same, 
but a lighter crop is anticipated 
this year. 

A total of 360 newspapers in 277 
major cities will carry the regular 
black-and-white campaign. Space 
will be four columns by 6”. The 
schedule will begin Nov. 28 and 
continue until April 10. The list is 
broken down to five groups with 
the top group getting 13 weekly 
insertions; the smallest schedule 
will be seven weekly insertions. 

All papers will be used in the 
three weeks from Nov. 28 to Dec. 
12. Thereafter, some will be used 
two weeks out of three, with the 
schedule tapering down to every 
other week for the remainder of 
the list. 


s The American Weekly, This 
Week Magazine and the First 
Three Markets Group will carry a 
total of 12 color pages in 47 edi- 
tions. Magazine space will be con- 
fined to three full-color, back 
cover ads in The Saturday Even- 
ing Post, plus black-and-white ads 
in Country Gentleman and Suc- 
cessful Farming. Congratulations 
and Parents’ Magazine will also be 
used. 

Car cards will be used in 84 
markets. Elevated and subway 
posters in Chicago and New York 
ro.nd out the campaign. For the 
tw -sheets, approximately a quar- 
ter showing will be used in the 
lati or two markets. This phase will 
tur Dee. 19 through March 27. 

The long-range dealer service 
prc ram of the Exchange, which 
has been in continuous operation 
sine 1915, will again be an im- 
bor ant part in the over-all 1948- 
49 idvertising promotional activ- 
ity. There are at present 27 men 
° his staff but it is hoped that 
bef re the end of the navel mar- 
ket ag period, a goal of 35 to 40 
me: will be reached. 


— 
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War ed: Food Product 
I wont to help some 
frm with a good prod- 
“1 ecome a national 
“st celler. This field is 
vide opent 
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Studies Vacation Habits 

The research department of the 
Curtis Publishing Co., Philadel- 
phia, is making a nationwide sur- 
vey of the habits, patterns and ex- 
penditures of America’s vacation 
travelers. The study is being made 
on a continuing monthly - basis 
among 4,000 families living in 
every state and representing a 
cross section of all U. S. families. 
Results of the study will be avail- 
able after the first of the year. 


Kelch Opens Art Studio 

Al Kelch, former assistant ac- 
count executive, Ruthrauff & Ryan, 
Chicago, has opened his own adver- 
tising art service and production 
organization, as Al Kelch, Inc., at 
208 N. Wells St., Chicago. Louis 
Weiss is art director. 


A WORLD-WIDE AUDIENCE 
ABSORBING YOUR MESSAGE 
DAY AND NIGHT 


Like this Calvert spectacular on 
the Boardwalk 
at the World’s Playground, 


Atlantic City 


Write for Details 


The BR. Maxwell Co. Atlantic CAIVN. 
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There’s a lot more to it than this... 


In fact, there’s a complete story behind this picture. The man is a 
Weed & Company representative. He’s almost always welcome 
wherever he goes... Why? There’s a lot to it that doesn’t show 
in a receptionist’s friendly smile. 

There’s training and timing, associations and experience . . . 
There’s a lot of knowledge backed up by a lot more hard work. 
Basically . . . there’s the fact that he never wastes time. 

He means business . . . he talks business. 

He knows specific markets like the back of his hand 
and he talks effective coverage in them. He knows 
how to get maximum results from every penny you spend 
for advertising . . . he talks Spot Radio. 

Spot Radio is a highly complicated as well as a highly profitable 
medium. The expert knowledge required to use it correctly makes 
Weed and Company service indispensable to any radio advertiser. 


\X, eC eC d radio station representatives 


aan company 


new york * boston * chicago °¢* detroit 


san francisco ° atlanta e hollywood 
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$45,000,000 Worth 
of Space Donated 
to New Bond Drive 


WasHINGTON—J. P. Wilkerson, 
Young and Rubicam account ex- 
ecutive for the Treasury’s savings 
bond program, pointed out here 
last week that the advertising 
campaign for U. S. savings bonds 
today is almost five times as large 
as the largest single product com- 
mercial account. 

Briefing a group of state chair- 
men on plans for stepped-up bond 
selling from Armistice Day through 
Dec. 11, Mr. Wilkerson estimated 
that time and space in consumer 
media devoted to bonds would 
cost almost $45,000,000 if pur- 
chased through regular channels. 

Young and Rubicam, which is 
one of seven Advertising Council 
task-force agencies on the cam- 
paign, estimates that Treasury is 
getting $16,000,000 worth of space 
annually, through monthly inser- 
tions in 1,100 magazines cooperat- 
ing in a program arranged by 
Magazine Publishers of America. 

In addition to this magazine 
space, which in itself exceeds 
space expenditures for any other 
single product, Treasury provides 
eight newspaper ads monthly, 
which are used in thousands of 
newspapers throughout the coun- 
try. 

The radio campaign involves 15 
network shows, a 15-minute trans- 
cribed “Guest Star” program on 
2,500 AM and FM stations, and 
myriads of spot announcements. 
Treasury also has regular ar- 
rangements for car cards, 24 sheets 
and other media. 

Young and Rubicam handles 
about $27,000,000 of the Treasury 
effort. The remainder is obtained 
through J. Walter Thompson Co., 
in farm publications; G. M. Bas- 
ford in business publications; Grey 
Advertising Agency, among re- 
tailers; Schwimmer and _ Scott, 
radio spots; Schwab and Beatty, 
direct mail and Albert Frank- 
Guenther Law, financial. 


KFI Promotes Tyler 

Haan J. Tyler, coordinator of 
television for KFI-TV, Los Ang- 
eles, and program director of KFI, 
has been named manager of 
KFI-TV. Pat Kelly, KFI produc- 
tion manager, will be in charge of 
KFI’s programming until a succes- 
sor to Mr. Tyler has been named. 


oS eg 


‘Reader's Digest’ Splits 
French Edition Into 3 Parts 


Reader’s Digest will split its 
February French edition into three 
geographica: sections to enable ad- 
vertisers to buy the markets in 
which they are most interested. 
The new divisions and rates are: 
(1) Paris and greater Paris, black- 
and-white page, $425; (2) Euro- 
pean France without Paris, $585; 
(3) Intercontinental, i.e., Mediter- 
ranean basin and French colonies 
in North Africa, $165. A combina- 
tion of all three, with 25% dis- 
count on single edition rates, costs 


$881.25 for a black and white page. 
The net paid guarantee for all 
three editions is 600,000 although 
Reader’s Digest says its current de- 
livery is more than 800,000. The 
Paris edition guarantee is 150,000, 
European France 400,000, and In- 
tercontinental, 50,000. ; 


‘Gazette’ Increases Price 


The Evening Gazette, Worcester, 
Mass., has increased its price to 
5¢ a copy. The price of the Daily 
Telegram, also owned by the 
Worcester Telegram Publishing 
Co., remains at 4¢. 


Packaging Institute 
Elects Becker President 


H. Kirke Becker, president of 
Peters Machinery Co., Chicago, 
has been elected president of the 
Packaging Machinery Manufactur- 
ers Institute. Other officers elected 
are: John P. Corley, vice-presi- 
dent of Miller Wrapping & Seal- 
ing Machine Co., Chicago, and 
Edward G. Kuhn, president of 
Consolidated Packaging Machin- 
ery Corp., Buffalo, vice-presidents, 
and H. L. Stratton, secretary- 
treasurer. 

The institute will hold its spring 
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meeting May 9 at the Hotel De - 
nis, Atlantic City. 


Launches Cordial Campaign 


Hiram Walker, Inc., Detroit, h 
launched a new magazine adverti 
ing and merchandising campai; 
for its cordial line. The first a 
will appear in Life, featuring gre: 
creme de menthe. Succeeding a: 
will promote other items in t 
Walker cordial line. Each bra: d 
advertised will be featured as tiie 
“Cordial of the Month” and w |! 
be supported by counter displa ’s 
and special merchandising. 


eanmrdurtina 


COMMERCIAL CAR JOURNAL © THE SPECTATOR LIFE INSURANCE IN AC /0 


a ge ol ate 


A ‘vertt 


CSD Ex 
a id Po 

Che re 
te: of tk 
D. velop 
er |argec 
nev me 
m mber 

Che n 
Cl.yton, 
Huston 
B: akers 
Heary ] 
M. tor Ce 
tor, chai 
in: Glas 


— 


FACTS Will Refute The] Gh 


THE IRON AGE * HARDWARE AGE + DEPARTMENT STORE ECONOMIST * BOOT AND SHOE RECORDER * MOTOR AGSETHE OPTICAL 


TE SPECTAT 


ee a — eee ie Se cr ae ‘Pie # aoe i S re ea it vier Sp ans ng os Cie eee i a ae a Lal re ie Bates. eee rs . : é Ais we mye r ey ae : j tga ed ™ on ape - Pe: Z 2 a ma ee ed ~ " S54 ie Z et 4 As cy i. ‘ 
Cc ae Mie —_ ae os, ae aa a ae ——" I a ee eT | ie i a ee Oe x tga er eee 
ci om oe vas: . a - ¥ i at A) paul 3 be ae ae Sle ‘ o k 5 : ae : , Ber: oe Pt iy aries,» e ves 2 f . 2 : “i f a : j 
«ED a os care 
’ ae 
s J 
‘o “ | 
i* 
e | | 
| ——..— NAN Sha— eS — <i 
= | : 
q \ 4 
| nt * 
i. | . Pi Le 
: ; “a 
\ . Sy . , , . . 5 
bod | ’ , 4 2 a Ff 
Ni | | , 
: | . 7 : 
4 * Z of A ; 9 ¢ i< ay Ua. ‘ 
) ; Ke a f Pars: 2 i er ‘ » Ye 
“ 7 Maw NY 61S 
* + A eee ae AS \ | . GJ 
a ’ ¥ : a Be. ae i vy \ ai e, oe ef ‘ 
‘ . re 4 ‘ Bef 3 ie 
— ie, - SI or 3s Le | 6 , 
q 1 4 wy yy 7 eer ‘ ‘Very, : Ne ey a : ‘ 
: , . ag y a A ee 'S ae 
ce : a , ae "‘' _— , . " ro 
i | " wt = 2, i rage te 4 7 & a ' ‘e “ae . a “ hee 
’ “am F r rw 5 aii % te . \ | Fa , 
ey ov ‘ \ % fg i C , H ; “4 ’ 
wi\ ‘Hig i > | 
' Ps % % i | ne 4 ¢ “ . ee . 
. % \ . ae Fig R } i * 3 .: ° : 
; : : é ‘ 7 F * ‘ a ‘ : 
f Pty ‘ Nii, a % oa ois 4 ae 
; : s : ew! ~ 4 i =\ - . s 
: ; Kf . Re 4 , , -_-s ai . Se j rs o 
7. a ee oe ae 
, = a a ae os , ee a en 
a — ae S35 ieee e oe, ee. gellie" <2 bas ' 
| . % i, fuga as ie ws a a ee oa Mik 
Zz +? 7 * - «Me. £4 2. £ a — aa 
Za we a a i ee af. J = ee 
ms NY a — | Fag = 2 hy 2 
ge Hy Wy a i. Se a” Ae a ee ee . ‘a 
’ My las = - ees oe i a a ‘ j 3 ~ do i. 7 Pe 
) Ss he | 9939 4b we = \ ‘, - Bt " . ad i Ag . ae = . an 
3938iaaas ** [99 ae ——— —— lO Po ae } : a ; oo ‘ 
33 333), 233 /* 243 ; “ 7 & a pe a ss ra ae : ba oe, ai) 
i We) Sp ————_— . § € \ an” 7 a ' 
: hes a Te +. 3 
| Jant ie ao i a a 
inting ae epg. a 
pr o _ i a av ji te > : 
whe PMT < je . * 
we a allie i "% 4 a Pre oiiae 2 .. 
bs : qrie _ = f \ — ; i 
/ aa; e dus P ‘ ie. 
; : : ; i ~ . —< ; 
. 52,000 COPIES MONTHLY ‘ dé 3 a 
ec ae ae 
| - os i teats A h ’ 1 4 ey a 
} 4 (pray / Montiel 
Send for Rate Card and CCA Statement 
: 
gt We eg ak be aaa aa ok ge * emer 4, nM ia Fay? oo Rs ie * gue a Wes xe eas ‘ a ova ce nae ie aaoas ht og Pee ey he * SO eer: tea; “ re ici ess s cl oe om al ae ‘i Re : : oe i i; es in 2 . és 3 ; : — ak ie 


A 'vertising Age, November 1, 1948 


C:D Expands Research 


a.d Policy Committee 

(he research and policy commit- 
te of the Committee for Economic 
D. velopment, New York, has been 
er arged by the addition of seven 
nev members, bringing the total 
m mbership to 27. 

‘he new members are: W. L. 
Cl.yton, Anderson, Clayton & Co., 
H.uston; S. Sloan Colt, president, 
B:akers Trust Co., New York; 
Hoary Ford Il, president, Ford 
M. tor Co., Detroit; Amory Hough- 
tor, Chairman of the board, Corn- 
in. Glass Works, Corning, N. Y.; 


Meyer Kestnbaum, president, Hart 
Schaffner & Marx, Chicago; Wil- 
liam A. Patterson, president, 
United Air Lines, Chicago, and H. 
Christian Sonne, president, Am- 
sinck, Sonae & Co., New York. 


ABC Sales Increase 


«American Broadcasting Co. re- 
ports gross sales of $31,576,031 for 
the first nine months of 1948, com- 
pared with $31,349,006 for the cor- 
responding period last year. The 
biggest increase came in July, Au- 
gust and September, with a gain of 
39.6% over that quarter in 1947. 


Sloss Believes 
Business Papers 
Mirror Trade’s Best 


New York—Business papers are 
the catalyst of industrial progress, 
Carl H. T. Sloss, co-publisher of 
Apparel Arts, told a meeting of the 
Men’s Apparel Industry here. Bus- 
iness papers provide a forum of 
new ideas in specific industries, 
Mr. Sloss pointed out, adding that 
for the men’s field, this results in 


the growth of brand names, devel- 
opment of fashion consciousness, 
increased emphasis on sales train- 
ing and improvements in manu- 
facturing processes. 

As Mr. Sloss gees it, business 
papers provide nine basic services: 
(1) adult education; (2) news 
coverage; (3) function of crusad- 
ing to elevate the status of an in- 
dustry; (4) integrating background 
and interpretation; (5) forum for 
new ideas; (6) advertising as a 
carrier for special messages; (7) 
research; (8) public relations 


— 


$1 
speaker for an industry; (9) pub- 
lic utility, i.e., service at fair rates 
in return for the franchise to con- 
tinue to publish a free press. 

He pointed out that in the men’s 
apparel field, “which earns only 
1.8 cents out of every consumer’s 
dollar, the means have been found 
to support three of the most elab- 
orately-produced, _beautifully-il- 
lustrated, competently-edited mag- 
azines...plus an important daily 
newspaper... Daily News Record, 
Men’s Reporter, Men’s Wear and 
Apparel Arts.” 


Cohen Buys Oxzyn Co. 
from American Home 


Morris G. Cohen & Associates, 
New York, has purchased the Ox- 
zyn Co., private label cosmetic 
manufacturer, from American 
Home Products Corp., New York. 
Mr. Cohen, a former executive 
of American Home Products, will 
serve as president of the company. 

Frank A. Bergmann, who has 
been with the ‘Oxzyn Co. for the 
past 25 years, has been elected 
vice-president in charge of sales. 


Ghost Writers Behind Critics 
Of American Enterprise! 


American commerce and industry—American enterprise 
in general—are under constant attack by those who would 
undermine America. These ghost writers are skilled in 
the use of the subtle phrase that can give an aura of truth 
to the most blatant lie. But a straightforward presentation 
of facts can refute such fictions! 


One of the favorite fictions of our critics is the statement 
that management gets the lion’s share of Industry's earn- 
ings. The facts show that for many years the employes of 
American corporations have been getting around 85 cents 
of each dollar of income produced, after taxes. Again and 
again, we hear that a handful of men have tight con- 
trol over corporations employing thousands of men and 
women. Does “few” or “a handful” mean the 436,000 stock- 
holders of General Motors; or the 225,000 shareholders in 
United States Steel? 


LET THE “REP” 


HELP YOU 


Branham-men are seasoned 
advertising counselors. Mar- 
ket and media-wise they are 
in constant daily contact 
with all factors who develop 


The facts are many. But apparently we have not yet fully 
recognized the importance of presenting these facts to the 
American people, simply, clearly and concisely. Failure 
to reply to the attacks from the Left, unfortunately, can be 
taken as an admission that our critics speak the truth. 


national advertising policy 
and campaigns. Branham is 
a sales organization repre- 
senting leading media and 
serving national advertisers. 


May we help you? 


> 
' 


We, at Chilton, firmly believe that American commerce 
and industry should use every means at their command 
to get the facts before the American people and build a 
wall of reason against double-talk and misrepresentation. 


Calla Branham- 
man today. 
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CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. 100 East 42nd Street 
Philadelphia 39, Pa. New York 17, N. Y. 
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No Retail Rate 
in Post Drive, 
NAEA Cautions 


‘Democracy Works’ 
Ads Are ‘General,’ 
Members Advised 


Cuicaco—Members of the News- 
paper Advertising Executives As- 
sociation have been cautioned that 
retailers should pay the general 
advertising rate, and should be told 
beforehand, if they tie in with the 
copy next February mentioning or 
illustrating The Saturday Evening 
Post in supporting a “Democracy 
Works Here” campaign. 

The advance warning went out 
from Larry Knott, assistant adver- 
tising manager of the Chicago Sun- 
Times and chairman of the NAEA- 
National Retail Dry Goods Associ- 
ation committee, who emphasized 
that it was sent “only to clarify 
the thinking regarding the rate to 
be charged and in no sense to dis- 
courage support of this program.” 

The patriotic project, initiated by 
NRDGA in conjunction with the 
Post, is outlined in a 16-page book- 
let sent to retailers throughout the 
country. It is sponsored by the Re- 
tail Associations of America, and 
the Post, said Mr. Knott, is spend- 
ing approximately $500,000 in pro- 
moting the retail public relations 
campaign. 


a The program includes a four- 
color spread in the Feb. 19, 1949, 
Post, picturing a family gathered 
in front of a store window, and 
playing up the theme, “Yours is the 
right to pick and choose... without 
a free exchange of goods you can- 
not have a free people.” The book- 
let asks retailers to send for free 
material, supplied by the Post, in- 
cluding reproductions of the 
spread, display cards, radio scripts 
and spot announcements, and pub- 
licity releases for newspapers. A 
“Democracy Works Here” seal 
figures prominently in the pro- 
motion. 

Pointing out that many dailies 
don’t accept advertising at the re- 
tail rate if it promotes the adver- 
tising in a magazine or on a station, 
Mr. Knott said: “If you charge the 
general rate on your newspaper for 
this type of advertising, we suggest 


WILL YOUR NAME 
BE REMEMBERED 
&% 


Place your name and business on a GITS 
Quality Plastic Product, assuring a con- 
stant and friendly reminder of your serv- 
ices . . . an inexpensive but practical 


that you contact the retail stores 
in your community immediately, 
advising them of your rules and 
regulations. Before they start pre- 
paring their tie-in newspaper ads, 
they should havg ample warning 
of the necessity of omitting the 
Saturday Evening Post name from 
copy and illustrations, in order to 
enjoy the retail rates. 

“The stores are being asked to 
start their newspaper advertising 
Wednesday, Feb. 16, when the 
campaign will get under way. It is 


your committee’s hope that you 
will take action immediately on 
this advance information and help 
cement the newspapers’ public re- 
lations with the stores, rather than 
wait and have resulting misunder- 
standings and dissension when 
copy is subraitted to you.” 


ws The Post’s pride in U. S. mer- 
chandising history is reflected in 
this statement, which accompanies 
its signature and the “Democracy 
Works Here” seal on the magazine 


spread: “Look for this shield in 
the stores of your town. It repre- 
sents a unified effort on the part 
of the retailers of America and The 
Saturday Evening Post toward a 
better understanding of the many 
blessings we enjoy. The Saturday 
Evening Post is proud of the part 
it has played in America’s progress 
—for, in addition to enjoyment and 
knowledge, Post pages have 
brought into millions of homes the 
news of those wonderful material 
blessings you find in the stores 


’ 
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along ‘Any street.’” 

The project is a follow-up of t) e 
Four Freedoms campaign, but i 
was product merchandising such 
the mammoth Kroger Co.-Life pr »- 
motion that brought the retail \ s;. 
general rate controversy to a hea j, 
NAEA members, at their summ -r 
conference in San Francisco lz ; 
year (AA, July 14, ’47), adopted a 
resolution holding that retail a |- 
vertising which features magazin :s 
should run in newspapers only it 
the general rate. 
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Lest we forget 
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Pacts and factors 


American 


Builder study 


is ready... 


These symbols are the hallmarks of 
ethical publishing. The associations 
they represent serve and protect 


on Light Construction market potentials, buying 
habits and practices and a clear outline of 
methods of distribution. 


the men who control specifications, buyiug 


and building for new construction, 


moderniz:z.tion, 


conversion and maintenance in residential, 


commercial and farm construction. 


If the field of Light Construction is your market you will want 


means of never letting them forget you. 


Gits Knife, finest steel 4-in-1 
blade, one hand operation, 
. safe-locks in 5 positions for 
variety of uses—imprinting 2 
or 3 lines in gold, silver or col- 


h the advertis d ; : q $28" “EY oP : 
nee he: geen: Ga Sh ae American Builder’s vital statistics in the new, comprehensive 


1948-49 edition. 
This is as complete an analysis of the market as it is possible 


lisher. 


Audit Bureau of Circulations: 


ABC standards of 


or. Lustrous colored handles. Founded 1914 
Gits Razor-Nife with or with- ARIE IER a Nee Pa we : . oe : : a 
| a odie adieeed tor Gain Membership is confined ( pubttestions hav to make — here is the Light Construction situation as it stands 
*. ion in terms of paid ci lation. ABC audits s 
coe ae oy the facts and figures pertaining to paid cireu- today. The new study should prove a profitable guide for sales 
: colors. Imprinting 203 ome bn sitet saunas > fare " 4 P < > ‘ 
ts \\ lines. Lasting reminder. alive ond Guanbiainen shatneuie o8 gale 4ah and advertising plans for reaching this great market. Your 
rt _ culation. Continued membership evidences the 
: 


publications’ adherence to 


Creulation selling practices. copy of the study is ready for you, with our compliments. 


Gits Flashlights—Yes, the 
famous unbreakable plastic 
“Mile of Light” flashlights, the 
No. 100 ‘Plastic Eye’’ 
oe model or the No. 
122 “Super Right Angle” / 
; with belt clip. Lustrous col- jf 
ors, stunning design, pre- | 
focused with nickel plated / 
: ‘ solid brass reflector. Shatter- 
proof lens. Memory-wise, the 
last word in thoughtfulness. 


| Burea 
| r Ask your favorite specialty jobber to subscribe to a code of high editorial, adver. 
| Reveeetnlenynet ere Quolity Plastic P j tising, and circulation standards and pledge 


wr o themselves to deliver publications worthy of 
‘ G 5 


the subscriber's money and the advertiser's 
investment. 
4600 W. HURON ST., CHICAGO 44, ILL. 
Rowtetut of the famous Gits Soxtage Bonin, 
ames, Letter Openers, Key Holders, Poker Gane 
Stir Sticks, Etc. 

CANADIAN DISTRIBUTOR: Myer Bald, Lid. ’ 
: 69 York Street. Toronto 


Associated Business Papers 
incorporated: Founded 1916 


A issociation of independently owned and 
“erated business papers. Membership is con- 
fined to business papers entered under sec- 
ond-class postage and audited by the Audit 
u of Circulations. Members of ABP 


AMERICAN 


First in the building field * Established 1879 
First in number of subscribers * Over 81,500 subscribers ABC 
First in number of advertisers * 524 advertisers, 1947; 504 first 6 months, 1948 
First in number of advertising pages ° /,654 pages, 1947— 33% increase in 1948 
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Vy .orhees Names Ramsdell 

Dr. C. A. Voorhees Co., Ardmore, 
F . manufacturer of proprietary 
n dicines, has named Lee Rams- 
d 1 & Co., Philadelphia, to direct 
it advertising. A test campaign 
us: ng newspapers and farm papers 
is lanned for several markets. 


C LW Increases Power 

jtation CKLW, Windsor and De- 
tr: it, will increase its power from 
5,( 10 to 50,000 watts. The change 
is -xpected to be effective by the 
fir t of 1949. 


‘Oil Progress Day’ 
Drew Huge Response, 
Committee Finds 


New YorkK—Last week the oil 
industry was still totting up the 
results of its mammoth promotion 
on Oct. 14 as “Oil Progress Day.” 

The plans for the promotion got 
under way Aug. 1. In preparation, 
the Oil Industry Information Com- 
mittee prepared some 2,000 


speeches, which were preceded 
and followed by newspaper stories. 
The occasion was proclaimed by 
more than 700 mayors and 17 gov- 
ernors. Nearly 200,000 service sta- 
tions were decorated with posters 
and streamers, and served as out- 
lets for booklets and other litera- 
ture. Many newspapers carried 
special Oil Progress Day editions. 
Oil companies used the occasion 
for informing employes, through 
office and plant posters, bulletin 
boards, company publications, 


open house parties and slide films 
and motion pictures. 


s In Atlanta, all oil companies de- 
clared a half holiday Oct. 7, and 
1,600 employees met in a civic 
auditorium to be briefed on how 
they could tell petroleum’s progress 
story. 

From Omaha to Miami, local oil 
companies staged parades, busi- 
ness-leader luncheons, dinner 
meetings, classroom talks, open 
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BB BoE Le ONE. | 


Dept. 17W_ 
105 West Adams Street, Chicago 3, Ill. 
Please send new study—Light Construction Facts and 


Factors 

a ee TITLE. cali 
COMPANY. —_ 
STREET — ZONE _ 


CITY AND STATE.________ 


houses at refineries and pumping | 


*. Stores, sery; ; 


stations and terminals and market- 
ing facilities. The full weight of ,/ 
the industry’s advertising in news- 
papers, outdoor and radio was 
swung to the progress theme. And 
in the New York-New Jersey area, 
a pageant was staged, reenacting 
the discovery of oil seepage -at 
Cuba, N. Y., by Franciscan fathers 
and Indians. : 
Fred Eldean Organization is 
public relations consultant for the 
American Petroleum Institute, 
under whose aegis the Oil Industry 
Information Committee works, and 
Sullivan, Stauffer, Colwell & 
Bayles is the agency. 


Chapman Joins BBDO 


Wade Chapman, formerly with 
the advertising department of 
Swift & Co., Chicago, has joined 
the Chicago office of Batten, Bar- 
ton, Durstine & Osborn as a mem- 
ber of the account handling group. 
While associated with Swift, Mr. 
Chapman was advertising man- 
| ager of Derby Foods, a Swift sub- 
| sidiary, and later assistant adver- J 
| tising manager in charge of Swift 
| sausage products and canned meats. 


4 


LEADING the 
Nation for SIX 
Consecutive Years 


For six consecutive years the 
Chicago Daily News has car- 
ried more total grocery adver- 
tising than any other news-. 
paper in the U. S. A.—morn- 
ing, evening or Sunday. 

The Daily News is a rarity 
‘among rarities, It is a two- 
“audience newspaper for gro- 
' cery advertisers. It is a both- 
-sides-of-the counter advertis- 
' Ing medium. 

On the store side of the count- 
er the advertising columns of 
the Daily News are must read- 
ing for the grocery retailer. 
These columns report to him 
what his competitors are doing 
—what manufacturers are 
promoting. Essential news for 
the alert grocery merchant! 
On the consumer side of the 
counter are Chicago's most 
IMPORTANT milhion family 
members and housewife buy- 
ers for the family needs. For 
years these women have been 
doing their grocery shopping 
through the advertising col- 
umns of the Daily News. A 
time-saving, labor-saving hab- 
it for the wives and mothers 
who need to save time and 
labor! 

“Thus the Chicago Daily News 
ix—— this unique fwo-audience 
medium for grocery sales 
‘stimulation — pays and pays 
and pays the advertiser with 
the double ottention he re- 
ceives for what he has to say! 


CHICAGO 
DAILY 
NEWS 


JOHN S. KNIGHT 
os -Publisher 
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Congress Edict 
May Halt FTC's 
Pricing Cases 


Cutcaco—Congress may halt 
prosecution of basing point price 
cases by the Federal Trade Com- 
mission through a resolution early 
in the next session, Sen Homer E. 
Capehart (R., Indiana) declared 
here. 

Object of the resolution, the 
senator told a press conference 
held during a meeting of the ad- 
visory council to the Senate trade 
policies committee, is to give Con- 
gress time to pass clarifying legis- 
lation on the subject of basing 
point pricing. 

The senator left no doubt that 
he was opposed to exclusive f.o.b. 
pricing. “The proponents [of f.o.b. 
pricing] are largely economists,” 
he told a meeting of the Chicago 
Association of Commerce and In- 
dustry. “They believe we would 
have a more perfect economic 
structure if all goods were sold on 
f.o.b. mill basis . . . These econ- 
omists would eliminate all cross- 
hauling of goods. 


“Cross hauling may be a waste,” | 


he continued, but it would mean 
less traffic for the railroads and 
possibly higher transportation 
charges. 


® “Unknown billions of dollars 
are invested in railroads, factories 
and other facilities which will have 
their usefulness and value seri- 
ously impaired under an economy 
which requires f.o.b. mill pricing.” 
The concept of f.o.b. pricing, he 
declared, should not be put into 
effect except at the direction of 
the Congress. 

Both Melvin T. Copeland, chair- 
man of the 47-member advisory 
council of the Senate trade policies 
committee, and William Simon, 
general counsel of the committee, 
made it clear that any legislation 
recommended by the committee 
would protect the right of manu- 
facturers and merchants to absorb 
freight costs in meeting com- 
petition. 

Dr. Copeland, director of re- 
search at Harvard business school, 
asserted that freight absorption 
makes possible competition which 
“stimulates progress, encourage: 


Sell twe Faputous 
AMUSEMENT INDUSTRY 


Devoted expressly to physical 
property aspects and manage- 
ment interests. 


*® STAGE & SCREEN edition 
24,967 Theatres and 
Auditoriums 


* SPORTS & PASTIMES 
edition—7,465 Arenas, 
Stadia, pools, Yacht and 
country clubs 


* DINE & DANCE edition 
4,993 Supper clubs and 
ballrooms 


* BOWLING & BILLIARDS 
edition—Circulation 13,041 


MULTIPLE ENTERPRISE 
section—Covers all above 


Write today for rate card and sample 
copy of Current Issue. 


HARRISON TOLER COMPANY, INC. 


i ea a ae 
Tel.: Findnolal 6-063 Tei.: LOngacre 4-66 


competitive resourcefulness, and 
is beneficial to the public.” 


es He said that the following points 
should be examined: 

“In meeting competition, can a 
manufacturer sell regularly at de- 
livered prices which yield varying 
mill nets?” 

The principle that a manufac- 
turer “is indifferent as to who his 
customers are.” 

The theory “that any advantage 
of location ‘naturally’ should ac- 
crue to the buyer.” 

“The theory of the FTC regard-. 
ing the implications of stable 
prices.” 

The question as to whether a 
seller may absorb prices to meet 
competition only in “individual 
situations,’”’ or whether such 
freight absorption may be system- 
atic. 


s Mr. Simon devoted his speech 
before the Chicago Association of 
Commerce and Industry to the 
history of the FTC’s attack on the 
basing point and delivery price 


systems, and contrasted it with 
FTC chairman Robert Freer’s re- 
cent denial that FTC’s activities 
were aimed primarily at conspira- 
cies. 

In concluding his address, Mr. 
Simon said, “The commission’s 
‘mill net’ theory of price appears 
to have now been adopted by the 
[Supreme] Court. That judicial 
determination cannot now be 
changed by the commission. The 
mill net theory of price discrimi- 
nation seems incompatible with 
the lawful use of delivered price 
systems or systematic freight ab- 
sorption to meet competitors’ lower 
prices...A clarification of the 
law by Congress seems required 
to end the current confusion.” 

Sen. Capehart announced that 
his committee would hold public 
hearings beginning Nov. 9 and 
ending in January of next. year. 
Government lawyers, buyers and 
sellers of 20 basic commodities, 
chamber of commerce representa- 
tives, and FTC members and econ- 
gmists all will be heard, in that 
order. 


39 Agencies Find 
Employe Pre-Testing 
89% Accurate 


New YorK—Aptitude tests used 
in predicting future performance 
of employes in the advertising 
field were described by Gwynne A. 
Prosser, personnel director of Mc- 
Cann-Erickson, New York, at the 
National Conference on Personnel 
Measurement at the Waldorf-As- 
toria Hotel. 

Mr. Prosser reported on the 
effectiveness of aptitude tests 
given to a group of men and 
women prior to their employment 
in 39 advertising agencies during 
the past year. He said 798 persons 
were given the tests used in the 
American Association of Adver- 
tising Agencies Examination for 
Advertising. 

After six months on the job 
these people were rated by their 
superiors and test predictions were 
checked against these ratings, he 
said. It was found that predictions 
closely paralleled actual job per- 
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formance in 714, or 89%, of ti: 
cases studied. 

Mr. Prosser stressed the need f: - 
careful selection of personnel 
advertising. “The entire stock-i - 
trade of an advertising agency 
the know-how of its staff,” he sai , 
“and three-fourths of its cost :{ 
doing business is what it pa; 
employes to perform their speci/ - 
duties.” 


Armen Gives Video 
Mail Order Test 


Armen, Inc., manufacturer of a 
plastic “keepsake” novelty, is tes - 
ing television as a mail order 
medium with a weekly one-minu e 
film, immediately preceding tlie 
“Missus Goes A-Shopping” on 
WCBS-TV, New York. This is the 
first advertising for the product, 
retailed at $2. Bliss & Marces, New 
York, is the agency. 


Bank Appoints Agency 

The First National Bank of Port- 
land, Ore., has named Mac Wil- 
kins, Cole & Weber, Portland, to 
handle its advertising, effective 
Nov. 1. 
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C ruen Watch Co.'s 
Christmas Campaign 
:. £ tc Use 13 Magazines 


3 “InNCINNATI—Gruen Watch Co.’s 
i gest advertising program will 
.eak Nov. 5 and run through the 
ristmas buying season to Dec. 
using 101 full pages in maga- 
es. 

[he total number of pages is 
ided into campaigns for the 
uen Curvex (set to get 33 


di 

G 
a peges), the Veri-Thin and Auto- 
z wind lines, plus the Bride and 
r Gioom and Gold series. 
e Spreads in Life are scheduled 
e for Nov. 8, 22 and Dec. 3. Other 
publications on the schedule in- 
clude Collier’s, Coronet, Esquire, 
Holiday, Parade, Photoplay, Radio 
Mirror, The Saturday Evening Post, 
This Week Magazine, True Experi- 
ence, True Love & Romance and 
True Romance. 

Selective radio will be used 
nationally and television also will 
get a play in major areas. Dealer 
point-of-sale material, including 


mats, posters and car cards on a 
co-op basis, 12 window displays, 
radio platters and direct mail ma- 
terial wrap up the promotion. 

Grey Advertising Agency has 
the account. 


Offers Packaging Term Data 

The Packaging Institute, Inc., 
New York, has published a “Glos- 
sary of Packaging Terms,” which 
gives standard definitions of trade 
terms commonly used in the pack- 
aging industry. The book was 
compiled by Gerry O. Manypenny, 
managing editor of Packaging 
Parade. Each member company 
will receive one free copy. Addi- 
tional copies are available at $1.75 
to members and $2.75 to non- 
members. 


Ad Guild Names Heise 

Avon Heise, advertising mana- 
ger of G. H. Wood & Co., Toronto, 
has been named president of the 
Advertisers’ Guild, Toronto, re- 
placing Dick Guy, who has moved 
to Vancouver, B. C. Douglas Mur- 
ray, of the Iron Fireman Mfg. Co. 
of Canada, Toronto, is secretary- 
treasurer. 


ty a 


WRAP IT UP—One of three spreads scheduled for Life by Gruen Watch Co., Cin- 

cinnati, in its biggest fall and Christmas gift campaign, plugs the gift package 

of Curvex, Veri-Thin and Autowind watches. The spreads are included in the com- 
pany’s 101 full pages devoted to the drive. 


ICotC Appoints Alvin Dodd Associates—International Chamber 

Alvin E. Dodd, honorary presi-|9f Commerce, New York. The 
dent of the American Management | U. S. Associates are the represent- 
Association, has been appointed |atives of American business in 
managing director of the U. S./the ICofC. 


ow Screening 


T’S obvious that a book devoted entirely 

to better living will attract only the 
people who are constantly interested in 
better things for their homes and for 
their families. 


That’s how Better Homes & Gardens acts 
as a screen. Its 100% service content 
screens out casual, aimless readers, and 
screens in only homemaking husbands 
and wives. 


And because they read BH&G as a “how- 
to” book, not as entertainment, your ads 
are just as pertinent and interesting as the 
editorial. New sandwich ideas—and your 
ads on peanut butter and cheese and 
meats and condiments and spreads—are 


picks your prospects 


all one in the BH&G reader’s mind. The 
same thing goes for articles and ads on 
new refrigerators; on vacuum cleaners; 
on table setting and china, glass and silver; 
on budgets and insurance; on travel and 
cars; on cleaning and detergents and soap 
and brushes. 


BH&G’s 100% usable service, screening 
only actively interested prospects, gives 
you more than 3,000,000 families with 
incomes among the highest for all big 
magazines. 


Want our representative to tell you more 
about how service and screening result 
in sales? 


RCA Executive Sees 
TV Reaching Half 
of U.S. in 1948 


Detroit — Television will be 
within reach of half the popu- 
lation of the United States by the 
end of this year, Joseph B. Elliott, 
vice-president in charge of the 
RCA Victor home instrument de- 
partment, told the Engineering 
Society of Detroit here. 

Estimating that the industry will 
produce and market more than 
1,500,000 receivers in 1949, he pre- 
dicted that the set shortage will 
get worse before it improves. 

Mr. Elliott demonstrated RCA’s 
newest experimental theater tele+ 
vision system, which provides in- 
stantaneous televised pictures 
20x15’. The new projector was 
described as smaller and lighter 
in weight than those developed in 
joint research programs with War- 
ner Brothers and 20th Century- 
Fox. 


CBS Appoints.Aubrey 


James T. aubrey Jr., formerly in 
the West Coast office of Conde Nast 
Publications, has joined the west- 
ern division sales staff of Columbia 
Broadcasting System in Hollywood. 
He succeeds William D. Shaw, who 
was recently promoted to assistant 
sales manager. 


‘Esquire’ Names Holden 


Arthur H. Holden, formerly on 
the Chicago sales staff of Esquire, 
has been appointed manager of the 
magazine’s Philadelphia office. Mr. 
Holden will be replaced in the 
Chicago office by J. Stuart Cars- 
well of the New York sales staff. 


Kick-off time! Your 
son playing. 
Your fifty-yard-line tickets 
back home on the 
hall table..... 


Mister. . that's 


ce 


But your 
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1 
Be 7 OFFICE OVERLOADS 


in TABULATING 
| in TRANSCRIBING | TRANSCRIBING 


..- those are Our Worries! 


Think of the nearest WORKMAN 
office as your branch office, and lean on 
us when overloads come. 


For instance: we are equipped with 
modern I.B.M. machines that almost 
think, and with smart, deft men and 
women who do think . . . with years of 
experience in punched-card accounting. 

For you, we’d punch every useful fact 
and figure in any questionnaire, inven- 
tory, payroll, or survey .. . on cards 
especially designed .. . 


.... and we'd keep those cards up- 


Plex ek so that, al your request, we'd 
sift speedily all or any facts you’d need, 
f-a-s-t . . . . and they’d be readable, 
accurate, understandable, usable .. . 
when you 


(OR UMAN 


The nation’s foremost office overload service 
WORKMAN SERVICE, INC. 
109 N. Wabash Ave., Chicago 2, Ill. 
Other office locations: 


New York City * Los Angeles 
Minneapolis * Seattle 
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Standard Rate Is 
Undecided About 
Dropping Listings 

Curcaco—Standard Rate & Data 
Service has reached no decision 
yet on whether to drop listings of 
publications which fail to provide 
sworn circulation statements, C. 
L. Botthof, president and treas- 
urer, said last week. 

The problem has been given in- 
creased attention during recent 
months, Mr. Botthof told Apver- 
tTistnc Acg, because more and more 
advertising agencies and national 
advertisers have stressed the im- 
portance of obtaining adequate 
circulation data in the business 
paper and magazine-farm publi- 
cation sections of the service. 


Actual dropping of the listings 
would be a drastic step and, in some 
industries, Mr. Botthof pointed out, 
compiling the necessary circula- 
tion figures would be quite a 
problem. The service has already 
warned publishers, however, that 
it may be necessary to take drastic 
action. 

About the same number of pub- 
lications are involved in the busi- 
ness paper and magazine-farm 
publication sections, Mr. Botthof 
said. In both cases, available in- 
formation on advertising rates, 
mechanical requirements, closing 
dates, etc., is carried with the no- 
tation under “Circulation” that 
the “publisher has failed to fur- 
nish recent sworn circulation 
statement in accordance with SRDS 
requirements.” 

October issues of the sections 


have been released with the usual 
listings. Definite action may be 
taken with the November sections, 
Mr. Botthof explained, though the 
matter is still undecided. 


Martin-Senour Ups Rawley 

J. R. Rawley, supervisor of stocks 
and distribution of Martin-Senour 
Co., Chicago paint manufacturer, 
has been appointed assistant to the 
president. He succeeds W. L. Han- 
cock, manager of the newly cre- 
ated Chicago district, a new sales 
unit formed as a result of the 
merger of the western and central 
divisions of the company. 


Mercury Buys Majestic 


Mercury Records Corp., Chicago, 
has acquired the entire assets of 
Majestic Records, Inc., Elgin, Il., 
with a top bid of $142,000 in an 
open auction sale in Chicago. 
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Dewey, With or Without 
Senate, Is the Question 


WasHINGTOoN—Election eve finds 
the political seers scrambling for 
tickets to “the Dewey inaugural.” 
With the GOP standard bearer 
credited with upwards of 330 
“safe” electoral votes, election 
night returns broadcasts might suf- 
fer zero Hoopers were it not for 
some exciting ‘congressional con- 
tests. 


Some seers feel the Democrats 


Media Records, 


In Washington, D. C., The Star Delivers 


* - 
The Furniture Business 
More Furniture Advertising* Than Any Other Washington Paper 


retail display lineage 1947 Ist 9 mos. 1948 
STAR | 1,332,948 1,119,414 
PAPER #2 929,794 807,368 
PAPER #3 623,000 472,391 
PAPER #4 417,338 | 283,753 


Dan A. Carro 


Represented nationally by 


110 BE. 42nd St., NYC 17 
The Jobn E. Lutz Co., 
Tribune Tower, Chicago 11 


* The Star, Washington's 80% home-delivered newspaper, also leads all 
local papers in Retail Display, General Display, and Classified lineage, 
Advertisers who want the newspaper that SE. 


The Washington Star 


Evening and Sunday Morning Editions 


AT HOME choose The Star. 


By STANLEY E. COHEN, Washington Editor. 


could pick up enough seats to co: - 
trol the Senate. For one thing, s « 
old-time Republicans are retiri) 
this year. For another, Republica: 
appear to face hard fights in suc 
states as Minnesota, Oklahom 
Kentucky, West Virginia and II) - 
nois. 

On the other hand, it is hard 5 
believe that Republicans will lo 
Senate seats in so many statis 
considered safe for Dewey. Mor.- 
over, Democrats face rough Senaie 
fights, too. Seats are by no meaiis 
safe in Montana, Colorado, and 
Texas, to name examples of former 
Democratic strongholds. With 
“Bob” Freer resigning, the incorm- 
ing administration can completely 
restaff FTC if it wishes. Three 
other commissioners—Ayres, Fer- 
guson and Davis—are over-age, 
and subject to retirement. 

The fifth commissioner, Lowell 
Mason, is subject to reappointment 
next September. 

** * 

“Bob” Freer resigns strictly for 
financial reasons. His term does 
not expire until 1952, but his grow- 
ing family costs more than the 
$10,000 paid to FTC members. 
Dewey will probably have to do 
something about Uncle Sam’s top 
level pay scales, if he is to attract 
the kind of men who have helped 
him in Albany. Cabinet level jobs 
in New York state pay up to $23,- 
000, include $2,600 of unvouchered 
expense money. 

** ed 

National Radio Week will be 
much more apparent this Novem- 
ber because of something the 
Radio Manufacturers Association 
has learned about newspaper ad- 
vertising managers. Last year, $15,- 
000 worth of radio week promotion 
kits were distributed to dealers, but 
the resulting promotions were few 
and far between. This year promo- 
tional materials were mailed in- 
stead directly to newspaper ad- 
vertising managers. Within a week, 
more than 200 wrote in to request 
the radio week page ad prepared 
for cooperative sponsorship. Ad- 
vertising managers also expressed 
approval of RMA arrangements 
which enable newspaper admen to 
distribute tie-in posters and win- 
dow display material to participat- 
ing radio dealers. 

* * ¢ 

The government’s drive to elini- 
nate red tape throttling overseas 
travel is making headway. It is 
now possible to visit Belgium and 
Italy without obtaining visas, Sin- 
ilar arrangements exist with Den- 
mark, Norway, Sweden, Switz: r- 
land, Luxembourg and the Neth: r- 
lands. Commerce Secretary 
Charles Sawyer hopes to see 70 ),- 
000 Americans on European bu :i- 
ness and pleasure trips in 1949 as 
an informal “Marshall Pl.” 
pumping additional dollars i to 
European hands. 

* * & 

Output of household applian °s 
since 1945 eclipses government 5s- 
timates of two and a half ye °'s 
ago, the Iron and Steel Instit te 
reports. Looking back at a forec st 
by the Office of Civilian Requi °- 
ments, the institute finds estima °4 
backlog for household wash 1£ 
machines 5,800,000 units, and °- 
tual output in two and a half ye °s 
2,500,000 units larger. The me: }- 
anical refrigerator backlog was > 
timated at 5,852,000 units; act 2! 
output was 1,500,000 units m¢ &. 
The institute says the gain 
vacuum cleaners has been : 
larger, and the output of elec’ ic 
irons has totaled 22,000,000, « *- 
ceeding expectations and all p ° 
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‘Ain jin hte lake 


sesesree HF “ 


BAKERY NAME HERE 


cet Oe CARER BO 


Tous sa Kine 


SPOOKY—General Mills’ new Chiffon cake 

mix will get a $50,000 Hallowe’en pro- 

motion as newspaper copy like the above, 

dealer aids and radio announcements will 

be used by GM and dealers for the mix, 

introduced last spring. Knox Reeves is the 
agency. 


Lumbermens Wins 
Special Ad Award 
At Mutuals’ Meeting 


St. Paut—Liberty Mutual Insur- 


ance Co. of Boston and Central ‘i 
Manufacturers’ Mutual Insurance 
Co., Van Wert, O., were winners of & 


three first place awards each at the ff 
52nd annual meeting here of the § 
National Association of Mutual In- 
surance Companies and Federa- 


tions of Mutual Fire Thsurance i 


Companies and their advertising 
and sales executives. 


Lumbermens Mutual Casualty 
Co., Chicago, won a special award § 
for all-around excellence of its @ 
advertising program, after taking @ 
two first and five second places in § 


competition in 16 classifications 


against 3,000 examples of current [i 


mutual fire and casualty insurance 
advertising. 
The American Mutual Liability 


Insurance Co., Boston, and Grain J 
Dealers National Mutual Fire In- § 


surance Co., Indianapolis, each won 
two first prizes in the contest. 


Winners of one first-place award 
were Harleysville Mutual Casualty § 


Co., Harleysville, Pa; Michigan j 
Mutual Liability Co., Detroit; Mill J 
Owners’ Mutual Fire Insurance Co., 


Des Moines; and Millers’ Mutual @ 
Fire Insurance Association of Il-@ 


linois, Alton, Ill. 


s In making the awards, Leo A. § 


Mingenbach, Stevens Point, Wis., 


president of the NAMIC, said “ag 


thought it would continue as far 
as mutual insurance companies are 
concerned, since reduction in cost 
through prevention of loss is the 
fundamental principle upon which 
mutual insurance is based. 

Entries were judged by a jury 
chairmanned by B. F. Raihle, vice- 
president, Hardware Mutual Insur- 
ance Co., and including Ward H. 
Olmsted, Olmsted & Foley Adver- 
tising Agency; M. M. Witmer, ad- 
vertising manager, Dayton Co., and 
Oaks Miller, St. Paul Dispatch and 
Pioneer Press. 


Laundry Group Names Lewin 


The New York and Long Island 
Hand Laundrymen’s Association 
has placed its advertising with 
A. W. Lewin Co., New York. The 
campaign will promote the as- 
sociation’s slogan, “The Hand 
Laundry Does .It Best.” 


To Davis-Mueller-Liebing 

Davis-Mueller-Liebing, Cincin- 
nati, has been appointed to direct 
the advertising of Diana Sweets 
Ltd., St. John, Newfoundland, pur- 
veyor of confections, bakery goods 
and prepared foods. 


Kaufteld Names Agency 
Theodore J. Kauffeld, consulting 


engineer and president of his 
wholly owned subsidiaries, De- 
venco, Inc., and T. F. Kauffeld As- 
sociates, New York, has appointed 
Bermingham, Castleman & Pierce, 
New York, to handle their adver- 
tising. 


KTSL Increases Power 


KTSL, Hollywood television sta- 
tion, has increased its power from 
4 kw. to 16 kw. The increase is ex- 
pected to give clearer definition 
and wider coverage to Channel 2. 


Norge Names Zeder-Talbott 


The Norge division of Borg- 
Warner Corp., Detroit, has ap- 
pointed Zeder-Talbott, Detroit, to 
produce a series of two-minute, 
animated television commercials. 


When you Remember 
need WM. F. RUPERT 
RECENT Compiler of NATIONAL 
| BIRTH LISTS EXCLUSIVELY 
BIRTH for the past fifty years. 
90 Fifth Ave., New York 11 
USTS CH 2-3757 


continuance of the trend in insur- 


ance advertising toward promotion 


of fire and accident prevention, as 
distinet from sales promotion ef- fj 
fort, is indicated by a survey of § 


both the winning exhibits and of a fj 


cross-section of the entire 3,000 


ac vertisements. 
“Possibly one reason the trend is 


continuing is the present market § 


si uation in fire and casualty insur- § 
al. ce, where the problem is not how §J 


tc sell thore insurance but how 


tc provide enough coverage to] 
met the public demand in an era 
01 inflated values.” He said he 


— 


eee. 
NSTRUCTOR 


CO You cant cover California's Bonanza Beeline 
without on-the-spot radio 


“MECLATCHY BROADCASTING COMPANY 


Age is against this young man. Just as mountains are against 
you, if you count on outside radio to cover the Bonanza 
Beeline. Because this part of California and Nevada is ringed 
by mountains that hinder outside radio signals. 

And the Beeline is a bonanza! In gross buying power it 
exceeds San Francisco and Portland combined. In annual 
retail sales it tops the whole State of Connecticut.t 

So remember that the way to sell the Bonanza Beeline is 
from the inside . . . with on-the-spot radio. With the five 
BEELINE stations you blanket the whole area. Individually, 
they do a top job for you. KFBK Sacramento—now 50,000 
watts—delivers solid coverage of the whole 21-county Sacramento 
market. 


tSales Management's 1948 Copyrighted Survey 
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SACRAMENTO, CALIFORNIA 


"© PAULH, RAYMER CO, National Representative = 


KFBK KOH KERN KWG KMJ 
Sacramento (ABC) Reno (NBC) Bakersfield (CBS) Steckten (ABC) Fresno (NBC) 
50,000 watts 1530 ke. 1000 watts 630 ke. 1000 watts 1410 ke. 250 watts 1230 ke. 5000 watts 580 ke. 
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Mawicke Tells How 
Engraving Costs Can 
be Cut by Users 


San Francisco—A friendly tip 
to advertisers and agencies that 
improved production planning on 
their part would help materially 
to lower the excessive cost of 
printing plates has been passed 
along here by C. A. Mawicke, 
vice-president and treasurer of 
the Pontiac Engraving & Electro- 
type Co., of Chicago. 

Speaking before a joint meeting 
of the San Francisco Advertising 
Club and the 5lst annual conven- 
tion of the International Associ- 
ation of Electrotypers and Stereo- 
typers, Mr. Mawicke listed “rush- 
rush requests,” unecessary pickups, 
incomplete instructions, faulty 
type lockups and storage, and fil- 
ing of old plates as chief contribu- 
ting factors to the skyrocketed 
labor costs connected with electro- 
type prices. When advertisers and 
agencies start doing something 
about these problems, he said, elec- 
trotype costs may be expected to 
drop. 

“We, as electrotypers, feel we 
have been unjustly maligned by 
the graphic arts and some of our 
clients. Be that as it may, we 
challenge any branch of the letter- 


‘press industry to show progress 


comparable to ours,” Mr. Mawicke 
said. 


s Pointing out the increases since 
1942 in costs of electrotype manu- 
facturing materials such as copper 
anodes, up 76%; backing lead, up 
112%; molding lead, up 138%; 
photo-engraver’s copper, up 50%; 
and zinc, up 56%, the past presi- 
dent of the association asserted 
that the only hope for controlling 
electrotype prices is to correct the 
inefficiencies he outlined. 
Encouraging news for electro- 
type users was contained in his 
projection of a few things to come 
in the not too distant future. Mr. 
Mawicke described new processes 
that would make possible com- 
pleted electrotype shells within 15 
to 30 minutes after the plastic 
molds are conveyed from the press 
into a silver spraying tank. Other 
improvements he foresees: use of 
plastics rather than metal to back 
up plates; flexible mats with a 
glass-like surface that will impart 
a mirror finish to the plate for 
better reproduction; stereotypes 
cast from a resin, capable of with- 


$367,500,000 FOR GAS 


Some gasoline bill these Motor-Freight 
Carriers run up! No wonder. Their 
700,000 vehicles travel long distances 
at high speeds—account for 46% of all 
truck-ton miles. Only one advertising 


' medium completely covers the rich 


_ Moior-Freight market—TRANSPORT 


TOPICS, the paper most carriers agree 


' is essential to their business. 16,000 


paid copies weekly; 45,000  third- 
Monday distribution. 


nena 


@ 


: ' Gransport Topics 


The National Weekly of the Motor-Freight Corriers 


Washington 6, D.C. 


standing long runs and high press 
speeds, and reproducing with su- 
preme fidelity the qualities of the 
original. 


Pitman Publishing Readies 
27th Advertising Art Annual 
Pitman Publishing Corp., New 
York, will issue the 1948 Annual 
of Advertising Art in November. 
For the first time since its incep- 
tion 27 years ago, the annual will 
have a separate section devoted to 
the year’s award winners. 
The volume will contain more 


than 300 illustrations representing 
the best work of the past year in 
the fields of advertising and edi- 
torial art, product illustration, 
fashion or style illustration, humor 
and cartoons and caricatures and 
continuities. The book sells for 
$7.50. 


Celotex Appoinis Two 

Roger W. Rodgers has been ap- 
pointed manager of industrial sales 
and Frederick W. Lagerquist has 
been named manager of asphalt 
roofing sales of Celotex Corp., Chi- 
cago. 


Issues ‘Toy Yearbook’ 

Toy Guidance Council, Inc., New 
York, has published the 1948-49 
edition of the “Toy Yearbook.” The 
| book consists of 64 pages in which 
200 toys are pictured in full color 
or monotone along with detailed 
descriptions and approximate re- 
tail prices of each. 


Star-S Sales Names Gilbert 

Star-S Sales Co., distributor of 
notions and novelties, has named 
Norman S. Gilbert Co., New York, 
to direct its advertising. News- 
papers will be used. 
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Urich Appoints Yambert 


Urich’s Serve-Yourself Station . 


Inc., originator of self-service gas 
oline stations in the Los Angel 
area, has appointed Ralph Yam 
bert Organization, Hollywood, t 
handle its advertising and publi 
relations. An outdoor campaign . 
planned in the areas where Uric 
outlets are located. 


WIBB Appoints Patton 
George W. Patton has been ap 


pointed commercial manager co 


Station WIBB, Macon, Ga., sched 
uled to go on the air soon. 


IN FEBRUARY 


True Story ( 


© Circulation At All Time High 
© 264,000 Newsstand Gain Oct. °48 vs. Oct. °47 
© Greatest Wage Earner Prosperity in History 


IME} has been one of the greatest years in 

True Story’s history. Month after 

month, True Story has topped last year’s news- 
stand figures — currently by over 260,000. 


And returns have dropped almost to the van- 
ishing point. On the September issue, more than 
half the 100,000 stands which sell True Story 
were sold clean out — many days before the new 
issue was scheduled. Total net paid hit 2,363,995. 
Returns dropped to approximately 6%. October’s 
2,460,000 yielded returns of less than 7%. 


SALES UP BUT RETURNS ACTUALLY DOWN! 


RETURNS 
pown 5.0% 
-9% in’ 
ee 
NEWSSTAND SALES 
UP 2 1 8 %o ‘ 2 . ; 
(548,000 copies) 


October 1947 vs. October 1948 


And to handle this steadily soaring demand, 
True Story print orders have gone up — and up 
— and up! 


But the cost of producing today’s True Story 
— with vivid four color and new, heavier, glossier 
paper — is NEARLY DOUBLE what it was before 
the war. Production costs are now far above the 
publisher’s return on a 15¢ cover price. 


The gross income from the new price of 20¢ will 
at least meet the cost of producing the extra copies 
which today’s True Story can so readily sell. 


With its February issue (first at the new 20¢ 
cover price), True Story — more effectively than 
ever—will continue to sort out the wage earners 
who best can buy your product. 


True Story, of course, has always been the 
premium priced magazine in the Wage Earner 
field. Good times and bad, this fact has helped 
pick the people with the most to spend. 


And today the Wage Earner has lots to spend. 
Even with living costs spiraling upward, the 
Wage Earner’s “loose money” continues to stay 
far ahead of last year, and Wage Earner income 
for 1948 is estimated to be $5.7 billions greater 
than in 1947. 


True Story thus goes into 1949 stronger than 
ever .. . premium priced, premium edited and 
printed ... preferred by the premium Wage Earn- 
ers. Stronger for us, for our readers, and stronger 
than ever for TRUE STORY ADVERTISERS! 


WHAT DO OUR TESTS SHOW? 


Careful tests conducted in a number of typical 
cities on the August issue revealed an amazing 
paradox: 


TRUE STORY actually sold more copies (6% 
more) in the 20 cent cities than in a compar- 
able list of 15 cent cities! 


The reason: The added revenue to the publisher 
from the 20¢ newsstand price permits heavier 
distribution — And in a period when over 50,000 
of the nation’s newsstands are selling clean out 
of TRUE STORY —THIS MEANS MORE SALES. 
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1 wee Feathers to Chernow 
Chernow Co., New York, has 


+ en named to handle a special | 
vertising and promotion assign-| 
nt for Three Feathers Distribu-| joined Hixson-O’Donnell Adver- 
cs, Inc., New York, Regular ad- | 


a 


. 
t 
, rtising on Three Feathers whis- 
k will continue to be handled 
by Benton & Bowles. 


Appoints Sinnet 


Caryl D. Sinnet has been ap-| 


pointed director of sales of the 
Viking Popcorn Machines, Inc., 
Los Angeles. I. T. Perdun has been 
named service manager. 


To Hixson-O’ Donnell 

B. Harold Miller, formerly an 
account executive with the J. Wal- 
ter Thompson Co., New York, has 


tising, New York, in a similar 
capacity. Prior to his association 


|\with JWT, Mr. Miller was adver- 


tising promotion manager of the 
John B. Stetson Co. 


Goldsmith Joins KWK 

James E. Goldsmith, formerly 
with Olian Advertising Co., has 
joined the commercial staff of Sta- 
tion KWK, St. Louis. 


RCA’s ‘Ultrafax’ 
Sends 1,000,000 
Words per Minute 


WASHINGTON—RCA has held 
here the first public showing for 
“Ultrafax,” a new high-speed com- 
munications system said to be 
capable of transmitting up to 
1,000,000 words per minute. 

Developed in conjunction with 
Eastman Kodak, it involves a com- 
bination of wartime V-Mail tech- 


nique and television. 

Message material is photo- 
graphed on continuous frames 
which are run at the rate of seven 
per second before a_ television 
tube. At the receiving end, the 
messages are printed on film, and 
run through a “hot” developing 
bath in 45 seconds. 

In the test here, the 1,000 page- 
plus book “Gone With the Wind” 
was transmitted in two minutes, 
21 seconds. 

RCA President David Sarnoff 
predicted that Ultrafax will have 


many uses in speeding up com- 
munications. Among the possibili- 
ties, he said, are faster mail, and 
a system for fast transmission of 
full-sized mewspapers to other 
cities, where they could be repro- 
duced by offset printing in less 
than an hour. 

The process will also be useful 
in relaying advertising copy from 
agency to client and media, RCA 
officials said. 


Toni Helps Gilletie 
Boost Net Income 40% 


Net income after taxes of Gillette 
Safety Razor Co., Boston, in the 
first nine months of 1948 totaled 
$10,960,047.99, an increase of more 
than $3,300,000 from Gillette’s net 
income of $7,617,903.69 in the par- 
allel period of 1947. 

Net income for the current pe- 
riod, the company explained, in- 
cludes the earnings of Toni Co. 
which Gillette acquired last year. 
Gillette issues no sales figures. The 
parent company’s account is han- 
dled by Maxon, Inc., and Toni’s 
by Foote, Cone & Belding. 


enced editorial 


| SUPPLY NEWS 


Volume of Advertising 
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FCC Speeds Case 
of AT&T Television 


Interconnections 


WasHINGTON—FCC has pushed 
consideration of Philco’s protest 
against a rule of the American 
Telephone & Telegraph Co., which 
prevents use of privately owned 
relays in conjunction with AT&T 
facilities in intercity transmission 
of television programs. 

With Philco already turning to 
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the U. S. district court in Phila- 
delphia for protection (AA, Sept. 
27), FCC has instructed its trial 
examiner to finish considera- 
tion of the interconnection issue 
before going on with other phases 
of the cumbersome procedure in- 
volving intercity television relay 
rates. 

Philco went into court after 
AT&T refused a Boston relay 
for Philco programs originated in 
Philadelphia and relayed by pri- 
vate relay facilities to New York. 

When the issue was brought to 
the commission by Philco and Al- 
len B. DuMont Laboratories, AT&T 
took the position that it could 
not make interconnections with 
privately-owned facilities covering 
a route parallel to its own because 
of economic and technical reasons. 


Kaufman Names Sally Paul 
Sally Paul, formerly with Gar- 
field & Guild, San Francisco, as 
space, time and talent buyer, has 
been appointed media director of 
Kaufman & Associates, Chicago. 


For Spot and Local 
Advertisers 


Two high-rated programs available locally 
for sponsorship in one or more leading U.S. 
markets. Live broadcasts. Low pro-rated costs. 


THE SHADOW 


Sundays 5- 5:30 PM NYT 


THE FALCON 


Mondays 8- 8:30 PM NYT 


For complete information .. . 


Mutual Broadcasting System 


Cooperative Program Department + New York & Chicago 
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Samuel Oliver Youngheart keeps 
a flag-swathed picture of the late 
President Roosevelt on the wall of 
his office, and he says he’s had it 
there for years—not just since he 
brought the Democratic National 
Committee account into Warwick 
& Legler. 

Right now Youngheart is hip- 
deep in the poli- 
tical battle, and 
he thinks his cli- 
ent has a much 
better chance 
than he is gener- 
ally given. At the 
same time, he 
keeps a sort of 
proprietary eye 
on the activities 
of Seagram, 
whose sales and 
institutional copy 
whe has supervised for years. 

Youngheart’s advertising odys- 
sey begins in Montreal, where he 
was born, went to school and grad- 
uated from McGill University 
“from what passed for an A. B. 
course.” He did not know the 
Bronfmans, the distilling family 
which was to prove a major fac- 
tor in his advertising career. He 
picked up American citizenship 
during World War I, in the U. S. 
Army. 

Youngheart came to the States 
in 1915, found a job writing copy 
with Armour & Co. in Chicago, and 
was fired shortly thereafter. “I was 
too smart,” Sam says. The com- 
bination of intellect and impu- 
dence didn’t impede his being 
hired as a copywriter by N. W. 
Ayer & Son in Philadelphia. 


S. O. Youngheart 


a He remembers himself as a good 


covered that new business men in 
the agency field collected fatter 
paychecks, and by 1916 he had 
talked Ayer’s management into 
boosting his salary from $60 to $90 
a week, turning him loose on new 
business, and assigning him to 
Ohio. He liked Ohio, Ohio liked 
him, and Ayer acquired the Jor- 
dan Motor, Cleveland Tractor, 
Conklin Fountain:Pen and Wool- 
son Spice Co. accounts, among 
others, during Youngheart’s Ohio 
tenure. 

In 1917 he enlisted in the Army. 
Ayer replaced him in Ohio with 
Frank G. James, who shortly 
thereafter went into business as 
Sweeney & James Co. in Cleveland. 

When Sam emerged from the 
Army, he went back to Ayer, but 
didn’t try to recapture Ohio. In- 
stead he began to work the Balti- 
more area and the near South. In 
1919 he was approached with an 
offer—‘‘at double salary” from 
Frank Seaman Co. 


ms Seaman was then one of the 
kingpins of the advertising busi- 
ness. “The accounts we had!” Sam 
exclaims in retrospect. They in- 
cluded Eastman, Liggett & Myers, 
Sheffield, General Cigar, Nettleton 
shoes, L. C. Smith and Studebaker 
(on which he worked). 

Three years later Richard Kas- 
tor, of H. W. Kastor & Sons, 
wanted a man to head the New 
York office. He was willing to cut 
the man in for a half interest. 
“Kastor told me to write my own 
salary ticket,” Youngheart ex- 
plains, “and I did.” 

The agency handled Congress 
cigars, Truly Warner hats, Regal 
shoes, Houbigant, Durant autos, 
and some of American Tobacco’s 
minor brands such as Bull Durham 
and Melachrino. 

In 1934, he joined what was then 
Cecil, Warwick & Cecil, and in 
1935 he was instrumental in bring- 
ing the Seagram Distillers account 
into the shop. In 1938 the name of 


the agency was changed, following 


copywriter, but he shortly dis-|' 


You Ought to Know ae 


Samuel O. Youngheart 


James Cecil’s move out to set up 
his own shop and the luring of 
Henry Legler over to the agency 
from J. Walter Thompson Co. 


a With one of the giants of the 
distilling industry in the house, 
Warwick & Legler has been close 
to one of the marketing phe- 
nomena of our time. In the tough 
prewar days, it brought Kessler 
(one of Seagram’s brands) to the 
“over 3,000,000 cases” class, a pre- 
war record. In fact only four 
brands are currently hitting that 
pace. : 

Youngheart credits Sam Bronf- 
man of Seagram with the decision 
to embark on the institutional ad- 
vertising which brought the com- 
pany much acclaim. There was 
much debate when the distiller de- 
cided to unleash a large-space page 
ad headlined, “We don’t want bread 
money,” etc. The sales battle was 
on, and there was a considerable 
body of opinion in the liquor in- 
dustry which held that no adver- 
tising ought to tell people they 
should not buy liquor. 

But Bronfman’s views on moder- 
ation prevailed, and so was born a 
noteworthy series—‘“Pay your bills 
first,” ““You’re a hero to your son,” 
“Some men should not drink,” “We 
don’t want bond money” (during 
the war). 

With the success of the institu- 
tional campaign, Seagram also 
drove hard on the sales front. 
During the war its advertising ex- 
penditures kept close to prewar 
levels; it stuck to the whisky busi- 
ness (abjuring the wines and cor- 
dials which lured other distillers), 
and it tried to get its distributors 
to do the same thing. 

When OPA was obviously due to 
expire, Youngheart had ads pre- 
pared pledging that Seagram 
would hold the price line. They 
broke with the announcement that 


price controls were off, and 
“forced the hand of the industry.” 
Some companies tried raising 


prices, but quickly scrambled back 
to the OPA level. 


s Bald, bow-tied and jovial, Sam 
Youngheart is an urbane New 
Yorker. He likes the theater, is 
an inveterate first nighter (“I 
like wearing dinner clothes’), 
has been an angel for several 
Broadway productions and claims 
to be a winner so far. He likes 
night life, and bobs up from time 
to time in the columns which 
chronicle Manhattan’s after-dark 
society. 

When he took over the Demo- 
cratic account, it was the first 
time “I ever worked with them for 
money—before it was always for 
free.” He can claim to being a 
maverick in political thought, since 
most agency men talk a deep-dyed 
Republicanism. He also admits to 
advocacy of labor unions, “for 
economic reasons,” deeming them 
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essential to constant mass purcha - 
ing power. 

No professional charity work: - 
Sam has a charity of his own: t e 
boys he’s helped through colle; :, 
and steered into business. 

Sam is a bachelor, and qui 
that his family is a dog. But hi. : 
on his office wall is a picture 
his adopted son, who died in t 
war. He became interested in he) 
ing young men get started, and h 
financed the education of sever: | 
as well as counseling many in te 
advertising business. 

“They all turned out all righ ” 
Sam says. 


oa ie@Qormeva 


8 Companies Sponso: 
Home Planning Film 


New YorK—A 30-minute coor 
picture, covering the stages of 
home planning from  ground- 
breaking to housewarming, will 
be available for showing in depart- 
ment stores in February. Produced 
by Sarra, Inc., the $75,000 film, 
which will be previewed at the 
Chicago Furniture Mart in Jan- 
uary, was a cooperative venture 
by eight companies. 

Sponsors—whose products will 
be exhibited in the movie—are: 
American Central division of Avco 
Mfg. Corp.; Bendix Home Appli- 
ances; Briggs Mfg. Co., Plumbing 
Ware division; General Electric 
Co.; Kimberly-Clark Co.; Sherwin- 
Williams Co., and United States 
Plywood Corp. 

Editors of Better Homes & 
Gardens served as technical advi- 
sers for the project, the first of a 
series of home planning movies. 
The magazine will publicize the 
playing schedule of the film in its 
columns. 

Department stores are asked to 
give the film play in their adver- 
tising and to plan tie-in displays 
with its sponsors’ products. 


Gosse Promotes Salmon 


F. A. Gosse Co., Seattle, will 
launch a campaign for Red Breast 
salmon this month in newspapers 
in New York City, Long Island, 
Newark, N. J., Washington, D. C., 
Philadelphia and Boston. The 
agency is Jasper, Lynch & Fishel, 
New York. 


Gittins Names Dobbin 

Robert A. Dobbin, formerly vice- 
president of Barney Lavin, Inc., 
Fargo, N. D., has been named an 
account executive of Bert S. Git- 
tins Advertising, Milwaukee. 


CRES 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 


dollars a year on every type proc uct! 
Reach this big buying public thr. ugh 
the Negro press. For information \ rite 
interstate United Newspapers, Inc . 54 
Fifth Avenue, N. Y., serving Amer ¢25 
leading advertisers over a decade 
NOTE: We now have facts compiled | | the 
® Research Co. of America on | ‘and 
erences of Negroes from coast to  »«!!. 
tite now for this free information. 


This is the domina 1t 
publication servi: 9 
an industry selli:9 
$700,000,000 wor h 
of house-heating o |s 
annually to the U. 5. 
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+. SELLING JOB—This is one of four news- 

** paper ads Kansas City Power & Light Co. 

vill is using with success in Kansas City, Mo., 

irt- newspapers to sell a quota of 6,500 Gen- 

ced eral Electric automatic blankets. The 

lm, campaign is being handled by E. S. 

the Stevens, manager of residential sales, 

an- under the direction of Joseph F. Porter 

ure Jr., vice-president. 

vill § Books Sell Among 

re: 

veo Vegetables; S&S 

Dil~ ° 

ing § Pushes into Supers 

= New York — Early this year 

tes Simon & Schuster started selling its 
Little Golden Books in supermar- 

& kets, starting with Food Fair. By 

ivi- last week S&S had the 25¢ chil- 

- dren’s books in more than 80 

des chains, representing well over l1,- 

the 236 stores, and in Chicago, where 

its the. National Association of Food 
Chains held its convention Oct. 

1 to 20-23, S&S pushed for more. 

her The Little Golden Books wer. 

lays mined in 1942, and during the war 
caught the rapid upswing that hit 
the entire book business. Selling at 
a quarter, they present both orig- 

d inal stories and skillful retelling of 

ber folk classics, like Jack and the 

~ Beanstalk and Hansel and Gretel. 

and. The bulk of its distribution 

-C.. @ goes through American News Co., 

The which handles the books through 

hel, its 35 branches. Even S&S has no 
accurate idea of the total number 
of retail outlets—‘“oh, maybe 50,- 

: 000—and that’s conservative.” Be- 

ice- @ sides supermarkets, the books are 

inc. @ carried by drug, stationery and 

by other stores. 


s In arguing for supermarket dis- 
tribution, Simon & Schuster sticks 
close to economics. A sample busi- 
ness paper advertisement notes 
these advantages: “the markup on 
Little Golden Books is better than 
twice the average markup for 
foods;” “the turn-over is as rapid 


ARD as in canned goods;” “the average 
oon annual gross volume-—figured on 
lion a chain of 50 stores—is $187,200;” 
- “the average annual gross profit on 
rite#@™ this business is $67,392;” “the 
Ws shrinkage is zero because Little 
| Golden Books are guaranteed 
MS HB S2e;” and a 15-pocket rack for 
sas. 7 display takes up only 2-1/3 sq. ft. 


of floor space. 

4&S has other books under the 
Gilden label, retailing from $1 to 
$2 50 for the Golden Encyclopedia. 
{t: move into the supermarket field 
followed a debut with Jewel Tea 
In 1946. 


Sheaffer Appoints Seeds 


‘V. A. Sheaffer Pen Co., Fort 
Midison, Ia., has named Russel 
M. Seeds Co., Chicago, to handle 
th advertising for Skrip and 
Sa eguard. Seeds now handles all 
th advertising in the United 
Sti es on all Sheaffer products. 


POINT OF SALE 


DVERTISING | 


- Self Adhesive - Cellophane, processed 
's» Easy to buy - Easy to apply - used for 
““: timg -Point of Sale advertising - Parts mark- 

1d Aircraft Wire terminal identification. 


Comet Rice Starts 
Biggest Campaign 
for 1948 Crop 


BEAUMONT, TEx.—Comet Rice 
Mills is back in the market with 
its packaged rice products and, 
anticipating the heaviest supply 
in history, is merchandising them 
with its biggest consumer and 
business paper advertising cam- 
paign. 

The schedule, to continue this 
fall and winter, includes a series of 
11” single-column ads to run 
weekly in 150 newspapers; gen- 
eral magazine copy; radio, con- 
centrating in the Southeast; two- 
color pages in food trade publi- 


cations; direct mail, and point-of- 
sale material. 

Because the supply was ex- 
hausted early last spring, Comet 
rice has been off the grocers’ 
shelves in most areas during re- 
cent months. The new 1948 crop 
is being processed now and the 
new campaign will feature all 
three of the Comet brands, Long- 
rain, regular and natural brown. 

Consumer copy emphasizes that 
Comet rice is “Vitafied,” an ex- 
clusive process which adds Vita- 
min Bl; that each package is un- 
conditionally guaranteed, and that 
Comet is an old and trusted trade 
name, identifying the first rice 
ever to be packaged and adver- 


tised nationally. 
Leche & Leche, 
handles the account. 


McCann Elects Congdon V. P. 


Robert S. Congdon, for the past 
ten years an account executive on 
food and beverage accounts at Mc- 
Cann-Erickson, New York, has 
been elected a vice-president of 
the agency. Mr. Congdon is also 
group head on the food and bever- 
age account group at the agency. 


Faught Co. Established 


Dr. Millard C. Faught, of Young 
& Faught, New York public re- 
lations firm, has organized the 
Faught Co., 342 Madison Ave., New 
York, to specialize in community 
relations. 


Inc., Dallas, 


in chicago 


TRANSCRIPTION MASTERS + REFERENCE RECORDING 


INF “LIGHT TAPE CO. - YORK, PA. 


You can’t lose 
in a one-horse race 


We try not to boast... but these are the 
true facts... 


Better than 4 out of 5 Newsweek readers 
are leaders in business, industry, and the 
professions .. . by far the greatest concen- 
tration of any general magazine .. . at the 
lowest cost per thousand. 


And even more important to you, 55.8% 
of Newsweek families have annual in- 


comes over 5 thousand dollars. . 


. 29.7% 


between 3 and 5 thousand. } 


Newsweek selects this top-flight audi- 
ence with an editorial technique un- 
matched, unattempted, in the publishing 
world. A technique that goes far beyond 
mere reporting of the news. 

For, among other features, it gives you 
the signed opinions of such unbiased ex- 
pert analysts as Raymond Moley on poli- 


tics, Ernest K. Lindley on national affairs, 
Joseph B. Phillips on foreign affairs, Henry 
Hazlitt on business and finance, General 
Carl A. Spaatz on the military scene. Ex- 
perts who, week after week, give the back- 
ground, the present, the all-important future 
developments, of the vital news of the day. 


Yes, for the alert advertiser, in all truth 
it's.a one-horse race where Newsweek is 


concerned. 


THE MAGAZINE 
OF 
NEWS SIGNIFICANCE 
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Wells Rejoins Tilo Roofing 


Lee Wells, formerly vice-pres- | 
ident in charge of new business of 
Ormsbee, Moore & Gilbert, has re- 
joined Tilo Roofing Co., Stratford, 
Conn. He first joined Tilo in 1944, | 
became district supervisor of the. 
Geneva, N. Y., branch and later | 
moved to the Stratford executive | 
offices as sales promotion man- 
ager, leaving Tilo in 1947. 


Acquire McGregor Paper 


Harry W. Bowers Jr., formerly 
on the sales staff of Whitaker 
Paper Co., Chicago, and Ralph H. 
Burnett, who formerly represented 
American Writing Paper Corp. in 
Chicago, have become owner- 
managers of the McGregor Paper 
Co., Chicago. Mr. Bowers is presi- 
dent and Mr. Burnett, treasurer. 


ADS PULL BETTER 
Illustrated with EYE * 
CATCHERS photos. 
Dramatize covers, house 
organs, posters, every 
promotion job. 100 new 
photos monthly. Used 
by biggest advertisers. 
Write for new FREE 
proofs No. 108. 


EYE* CATCHERS, Inc., 10 East 38 St.,N. Y.C. 16. 


Portable Video 
Set Is Introduced 
by Sentinel Radio 


EVANSTON, ILL.—Football fans 
down in the end zone who can’t see 
any action now can take the new 
Sentinel portable television set to 
the game and get their money’s 
worth—if they happen to have an 
AC electric outlet under the seat. 

The new Sentinel portable video 
set, third model in the company’s 
television line (seven and ten-inch 
sets were introduced in July), al- 
ready is being sold in the Chicago 
market, with a heavy schedule of 
cooperative advertising to back up 
the debut. 

Priced at $199.95, the new port- 
able is table set size, has eye level 
vision, a portable V-shaped an- 
tenna, four-knob control, is pack- 
aged in an imitation grain leather 
case and is equipped with a lug- 
gage-type carrying handle. 

New York is next on the list, 
and the other 16 television cities 


are scheduled to get delivery on 
the new sets as production is 
stepped up. 

W. W. Garrison & Co., Chicago, 
is the agency. 


Deacon and Strong to Loudon 


Eugene N. Deacon and Lester 
M. Strong have joinei the market- 
ing and merchandising and media 
research and plans departments, 
respectively, of Henry A. Lou- 
don Advertising, Boston. Mr. Dea- 
con formerly served in adminis- 
trative, sales executive and con- 
sulting capacities with S. D. War- 
ren, Radio Corp. of America Mfg. 
Co., and L. E. Waterman Pen Co. 
Mr. Strong was previously with 
Geyer, Newell & Ganger, New 
York. 


Joins Transit Radio 

William E. Shrewsbury Jr., 
formerly account executive of the 
Mutual Broadcasting System, has 
been named an account executive 
on the eastern staff of Transit 


Before going to MBS he was vice- 
president of Robertson Shrewsbury 


Aircraft. 


+ 


+ Carefully screened personnel 


+ Proofreaders that also check “color” and “squarencss” 


+ A follow-through service department 


+ Layout department of type styling 


+ Linotype composition that rivals finest hand-set 


+ ‘True letter spacing with eut-in letters 


and careful consideration of widows and rivers 


+ Type set to fit curves and circles without necessity of art assembly 


+ Pressroom perfection 


plus actors = ¥es 


TYPOGRAPHY? 


+ “Kiss” of ink impressions for flawless “etch” proofs 


+ Cellophane proofing for art overlays or film positives 


+ Malticolored proofing 


+ Fast, courteous pick-up with special handling for valuable art work 


+. Round-the-elock operation 


+ Handibook of type styles for easier type selection 


+ A friendly spirit of enthusiastic cooperation on every job 


you'll Rind 


the nation's finest typographic service 


‘0 usen 


* Chicago 


22 EAST ILLINOIS STREE 


* Los Angeles 


928 SOUTH FIGUEROA STREET 


Radio, with offices in New York.’ 


Re Pt LL ae Pi eae ee Peels Be 


e Georce R. Srece Jr., director of sales for the Pepsodent division 
of Lever Bros., is now a granddad, his daughter, Barbara Anne 
Wiedeman, having given birth to a son, David Blair, at the Hackley 
Hospital in Muskegon, Mich., on Oct. 21 @ JoHN MANLY Ropcer 
Jr., son of Jack Ropcer, McGraw-Hill vice-president, was married 
in Winnetka, Ill., Oct. 23 to Miss Suzanne Beryl Ford. Young 
Rodger is on the Chicago staff of Chemical Engineering @e JAMEs 
M. Cieary, vice-president of Roche, Williams & Cleary, Chicag: 
agency, and special assistant to Paul Hoffman, head of ECA 
gave the members of the Agate Club an up-to-date picture of th« 
workings of the Marshall plan at their October meeting e 


e@ Freperick S. Fox, president and editor of the Times-Herald, Nor- 
ristown, Pa., was honored not long ago at a cocktail party marking 
the completion of 52 years in the newspaper business e Two AB( 
executives, Ropert H. HINCKLEyY, vice-president in charge of th« 
Washington office, and Rosert SAuDEK, vice-president in charge o' 
public affairs, have returned from Germany and France after ; 
month’s study in Berlin and the Trizone preparatory to the broad- 
cast of a network documentary-on the Berlin crisis and the German 
peace settlement e 


WATCH QUEEN FOR ‘48—Albert E. Haase, executive director of the Jewelry Industry 

Council, presents an illuminated scroll and a watch which he’s pulling out of his 

pocket to Jane Froman, CBS radio singer, the council's selection for queen of 
the 1948 Watch Parade. 


e@ WILT GUNZENDORFER, gen’l mgr. of KROW, Oakland-San Fran- 
cisco, has been elected a member of the Radio Pioneers, a club made 
up of people who have been in the radio industry for 20 years or 
more. It’s more for Wilt, who began his radio career at KZY, Oak- 
land, in 1921 e 


e Georce L. Service, v.p. of Venable-Brown, Cincinnati agency, 
will conduct a course in industrial advertising at the U. of Cincin- 
nati evening college ad program. And Roy W. Maptson, formerly 
a copywriter with Ralph H. Jones Co., and now ad and promotion 
mgr. of the Hamilton County Republican Party, will teach a copy- 
writing class in the same school e 


e Two stories written by Barney DANIELS, copywriter at the 
Franklin Bruck Agency, are listed in Martha Foley’s “Best Amer- 
ican Short Stories, 1948.” @e Sy_via CarEwe, former copywriter at 
Federal Advertising, is holding her first one man art exhibit in 
New York. Sylvia’s husband, Marvin SMALL, the founder of Small 
& Seiffer, is now president of Charles Killgore Co., maker of foods 
for special diets. e 


e Bruce Barton, chairman of the board of Batten, Barton, 
Durstine & Osborn, has been elected president of the Institute for the 
Crippled and Disabled. Mr. Barton has been a trustee of the insti- 
tute for ten years and has been active in the national Employ the 
Physically Handicapped Week. e Jorce A. Losapa, editor and 
founder of Norte-Revista Continental, Spanish language magazine, 
has been invited to attend the inauguration ceremonies of the new 
president of Cuba, Don Sr. Carlos Prio Socarras. e 


e@ Hat Darrow of AA’s New York advertising staff is still talking 
about the lovely wedding of his daughter Betty Gray McVey, wo 
married Roger McVey on Oct. 2 at Hinsdale, Ill. His son-in-la\’s 
best man was WILLIAM SCHOLEFIELD of Hardware Age. @ Roser !A 
Fow.er of J. Walter Thompson Co., New York, is engaged to 
GERARD O’NEILL, secretary of the Type Director’s Club. e 


e An October stork sweepstakes in which four employes of | °0 
Burnett Co., Chicago, participated, was won by Maurice LAN! 5, 
artist, who became the father of Priscilla Jane on Oct. 2. Next v.25 
JOHN CRAWFORD, copywriter, whose son, Paul, was born on Oct. 7. 
JAMES LOovE, creative director, welcomed a son, James Brews! "; 
on Oct. 14, and Puiuip Basu, service director, came in last wit) 4 
daughter, Barbara, born on Oct. 20 e 


e ArtTHuR C. NIELSEN, head of A. C. Nielsen & Co., the resea: 
organization, and Art Jr. regained the U.S. father-son lawn ten iS 
title in Brookline, Mass., from a Philadelphia pair who had bea’ *? 
the Nielsens in the finals last year @e Rosert Jacosy, treasurer °f 
John W. Shaw Advertising, Chicago, became the father of 8 
11% oz. Bob Jr. on Oct. 20 e 


e Harry A. Bruno, head of the New York public relations f ™ 

bearing his name, has been named chairman of the public relati 15 

committee of the Aviation Writers Association e A farewell te i- 

monial was given CHARLES H. SHatTtTucK, western advertis 18 

manager of Macfadden Publications, who is retiring after 38 ye °S 

— the company. The party was held on Oct. 14 at Sherry’s, ) 
ork e 
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Advertisers Find 
Public Service 
Campaigns ‘Pay’ 


to ‘Economy’ Program; 
Connolly Is Elected 


New YorK—In addition to such 
subjects as determining the adver- 
tising appropriation, point-of-sale 
follow-through, evaluating adver- 
tising and legislative trends affect- 
ing it, the Association of National 
Advertisers devoted an entire day 
of its 39th annual meeting in New 
York last week to “the new dimen- 
sions of advertising.” 

These dimensions were ex- 
pressed in terms of advertising’s 
work through the ANA, the 
American Association of Adver- 
tising Agencies and various media, 
with the Advertising Council, for 
public service projects and for 
better understanding of the econ- 
omy. 

At a business session, the ANA 
—which now embraces 457 ad- 
vertisers—elected 
William N. Con- 
nolly of S. C. 
Johnson* & Son, 
Inc., Racine, Wis., 
as chairman of 
the board, suc- 
ceeding Robert 
B. Brown of Bris- 
tol-Myers Co., 
New York. Vice- 
chairman for the 
last year, Mr. 
Connolly also has 
been active with such groups as 
the Advertising Council, ANA 
Radio Council, and the advertising 
committee of the U. S. Chamber 
of Commerce. 


W. N. Connolly 


a W. B. Potter, Eastman Kodak 
Co., Rochester, was elected to a 
second term as vice-chairman of 
the ANA, and Paul B. West was 
reelected president. The treasurer 
and secretary will be chosen at the 
first meeting of the new board. 

Named to the board for a three- 
year term were William A. Drisler 
Jr., Cannon Mills, New York; B. R. 
Donaldson, Ford Motor Co., Dear- 
born, Mich.; Robert M. Gray, Esso 
Standard Oil Co., New York; R. J. 
Canniff, Servel, Inc., Evansville, 
Ind., and Robert J. Keith, Pillsbury 
Mills, Inc., Minneapolis. 

Major General P. J. Hanley Jr., 
chief of military personnel pro- 
curement, emphasized that the na- 
tion’s advertisers, through the 
Advertising Council, have helped 
the Army “build the kind of force 
that can hold its own in world 
affairs today with dignity and 
respect.” This campaign, which 
had the dual purpose of “winning 
publie respect for the man in uni- 
form and respect for the economic 
va'ue” of the soldier’s job during 
peice, helped to enlist 1,700,000 
men in the last three years “on 
the highest standards in any mili- 
lary establishment on earth.” 


® ‘aul Comly French, executive 
dir ctor of CARE, emphasized that 
ad. ertisers help make CARE’s 
sucess possible. Last year, he 
boi ited out, CARE distributed 
5,5 0,000 packages, worth $65,000,- 
“0C to the needy people of Europe. 

‘Thanks to advertising,” said 
Ric ard McArdle, chief of state 
«nc national foresters, U. S. Forest 


a 


Food Sellers Digest 


West’s unique restaurant monthly, is 
¢ and slim and shapely. Its readership 
‘us unexcelled. House ads prove that 
o sales _m will also be unusually 
*f tive. Write for sample copy and rate 
* TODAY to 


Food Sellers Digest 


vc 
is 


Service, the number of postwar 
forest fires, which had been ex- 
pected to reach 250,000 annually, 
was only 175,000. “The record is 
still bad,” Mr. McArdle warned. 
“But I know I can count on your 
continued help.” 

Dr. Kerry G. Smith, of the 
United States Office of Education, 
described the “skyrocketing prob- 
lem” of more and better paid 
teachers and more and better 
schools—specifically to educate 
5,000,000 more-than-normal war 
babies. He pointed out, however, 
that since the council’s campaign 
was launched, the National Con- 
gress of Parents and Teachers not 
only has had a 25% membership 
growth but, reversing its opposi- 
tion to advertising, is now consid- 
ering “the part they can play in 
this most important campaign.” 


On the other side, representa- 
tives of several leading advertisers 
showed how such public service 
advertising “pays off’’ for the com- 
pany which sponsors it. Sam Gale, 
of General Mills, said that evidence 
of this could be found in the fact 
that his company’s budget for such 
advertising alone this year is about 
$1,000,000. He cited “the very wide 
response”’ which General Mills had 
from a magazine page last Christ- 
mas season, which saluted the 
teaching. profession and stressed 
the need for greater support for 
the public education system. 

Executives of two oil companies 
with headquarters in Baltimore— 
E. F. Kalkhoff, of American Oil, 
and Bernard Trupp, of Crown 
Central Petroleum—both gave ex- 
amples of how “public service ad- 
vertising builds good will.” 


[2345 Edgewater Ter., Los Angeles 26 


Raoul H. Fleischmann, publisher 
of The New Yorker, said that this 
magazine began its present series 
of business paper ads, on public 
service themes suggested by the 
Advertising Council, five years ago, 


to “bear our fair share of respon- | 


sibility for the solution of com- 
munity problems.” 


s But he added, The New Yorker 
found these ads “have been the 
most responsive we have ever run. 
From 1944 through 1947 alone, in- 
dividuals, students, hospital groups, 


and business firms . . . requested 
more than 28,000 reprints” of 
them. 


Other speakers were Stuart Pea- 
body, the Borden Co., and Robert 
S. Peare, General Electric Co.— 
whose company has agreed to, 
spend $100,000 on magazine space, | 
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starting in January, to support the 
joint campaign on the American 
Economic System. 

General Foods has set aside 
$100,000 to support the “Economy” 
|campaign in December, reported 


' SUPER SALESMAN 


satarY: 50¢ for life! 


Tireless, aggressive. Experienced, 
proven sales producer, good will 
generator. Name: MICRO-LITE, the 
handsome’ all-purpose miniature 
keychain flashlight imprinted with 
YOUR firm name. Put me to work 
for YOU! I'm a whiz for new biz. 
For promotional plan tailored to 
YOUR line... literature, price list, 
sample, write on your business 
letterhead to MICRO-LITE CO., 
INC., 44 West 18th Street, New 


York City 11. 


Home folks . . . the ordinary people who live and work 
here measure a newspaper’s advertising value by only 
one standard—the results they personally experience. 
When these people turn space-buyer, they place more 
ads in The Press than in the other two newspapers 
combined—as you can see by checking Pittsburgh 


classified ad volume. 


Classified advertising is placed by folks who live in 


the same community with—and read—the papers in 


which they advertise. 


In Metropolitan Pittsburgh, 


more people read The Press, and spend more time with 
The Press than any other newspaper. 


From their reading, 


their first-hand experience in 


buying and selling through classified ads—and their 
neighbors’ experience—they know that The Press has 
the habit of producing results. 

During the first nine months of 1948, The Pittsburgh 


Represented by the General Adver- 
tising Department, Scripps-Howard 
Newspapers, 230 Park Avenue, New 
York City. Offices in Chicago, Cin- 
cinnati, Detroit, Fort Worth, Phila- 


delphia, San Francisco. 


THE PR 


| ' 9 months-—January throug 


THE PITTSBURGH PRESS 
(daily and Sunday)........ 


Second paper (daily and Sunday). . 222,871 


Third paper (daily only)...... 


FOLKS WHO KNOW 
PITTSBURGH BEST 


ADVERTISE IN 


NUMBER OF CLASSIFIED ADS 
IN PITTSBURGH NEWSPAPERS 


h September, 1948 


Percent 

of Total 
«oe 6 440,575 65% 
20% 
os oekeueen 15% 


Press carried 65°% of all classified ads 


56% of all 


classified lineage—appearing in all three Pittsburgh 


newspapers. 


This has been going on for years. You couldn’t find a 


better guide to results when yc 


Pittsburgh. 


nu place advertising in 


Call your Press Representative for any facts and figures 
you want about the Pittsburgh market. Every Scripps- 
Howard Representative is a Press Representative. 


The Pittsburgh Press 


No. 1 for MARKET FACTS, too! 


Foe Se ee eS 


| 


oe ee eee ane ae a, te te See ee My aa is. ce ee ee aca s a oe te eee ad 5 ees a alee eae a f- wer o ee ae % ah Ee 
- s ae — 
a i 
ee = : 
7 . it 
; 3 
» f 9 
ion +g 
wm ee 
ley OTS 
‘ied I : 
—~ | a oe . 
MES ANA Hears Response ! | ooo 
agi I | : 
SA I r 
the | ! . : 
I 
| | ap | 
“al pe | 
ing I | > : ; 
BC z 
th: ! ; 
> o! I 4 Fe 
—- i ; . 
aa. i? i : 
| | ES eS SSS SS TS 
nar ee eee ee 3 ee ee et a Se Set . 
; 
| * 
| a 7 , 
: side” ‘ ; . : 
| i ; * tee 4 A 
| j | . , F 2 te yas : : 
ee “i 
} a ‘ s oe ae 
| ’ ‘er ; Pas J # a 
; * ' co oo ee ee ee TE 
| oe . : ™ *% ete é j 
&.. mm 5 a baie ; “e's 
| | 5 al - if 6: 
~ , a ii ; M4 ee gee ee - Ree 5 “4 “a * a ‘ r i 2 ‘ / 3 3 z 
a ee \g EO ee ee * ie. ig. nS aes | e4 , 
x . foe i t= ; ie bedi tes he is ———— , 
[se eer , ee ee NS a a... : : 
| [os Oe ck een f ins : r . oa” j 
J pe 4 ; . a Res i ¥ 
| ~ « , q na os f 
ustry j a _ ) a e/8 ; ‘ 
i E. ‘ >. a; an a ae 2 : <i/~ & " iia ; : ; 
F his : Aaa, j i " Ne g we, * fs. te # ie ; / } 3 Fite. 3 b ‘ 
n of ; oa a — > aa? a Be eee. ~ a a he 
— pig ae ee Oe . _=—a o-oo ee us = — : 
ae ots — ie <«. a Pe th es . " aligre NEG she" ame, eee pares a ed eo... ee eee ' 
a <<; ree ei ke - | * : ae he hs tn Sone Be Ae: ings cs ee ea . a va ty : 
se SS ———. .5 ao Se A { 
Choe A Fo fee Aten, we fe. 7 
| a oe es. ee a SB) aes 
co i ed —6Ulllt(‘(<‘< #.C*CéCr JS ! Se 
El ne » w~ ff £ 
“1 os a es ae ei = By ee ors rs a iv, ea ’ a e als 
ball ey ee! eee #- 7. ve pt an 
| Pee p* , a ane j be f & 2 4 q RB fi P < 
| ne be dee sie 2 ea bce a iz ' we ; : . 
OF tan LF eed ee hw es g 
i One a | - | | 
vy... ie. , BEE E SS ig 
[oe @€=+=©=—l E 
A a oe ee re —_ ¢ 
ta Se ee ‘ 
* a si aw ————eEe — ' 
‘_ Po 
| . % ° ‘ 
; 
| -_. 
| aS Sa eS | 
| ee 
a's ee 
Be TO TTOEE_UE_~n’—_Cr~nW020000 ee , 
Tr Be ee 
' 
u's, TT r™~™r”CUCUCUONti‘(t‘(C;*™*™*™*~*~*~”~”~””””::C ss ' 
- Fi 
str, 
tl. a 
ach 
n is _ nn) j 
= - a . 
Des z : ae = 
et eat ales es _ SS 
q | — == ee : 
>=— —— i 
oh Fees. 
L SCRIPPS — HOWARD | 
' é 
: 
rie oe etree igi nya si Sie ; Lue ee ma ran en & ae i ihe Br Ba Sieh gua we 5 foes Sy ae ; one ‘ de sed , eg ea d - ; ean 
Be a i aii on RGIS ACL Pe SR ARSE Brn INT Ey A Ci a SR ON Cah SURE SRC), 8 RR 2 ROP RL Ee a Sint ati cae ee oe ee tT |S 


Charles G. Mortimer Jr., GF vice- 
* president and chairman of the 
Advertising Council. Ten per cent 
of this amount will be for booklets, 
postage, etc., and 90% for maga- 
zine space. 

Mr. Mortimer pointed out that 
among the companies which “have 
already definitely promised sup- 
port” are Burlington Mills, Cham- 
pion Paper, Esso Standard Oil, 
Ethyl Corp., Frankfort Distillers, 
Johnson & Johnson, Procter & 
Gamble and Standard Oil of Indi- 
ana. “Favorably considering” the 
campaign are American Rolling 
Mill, Calvert Distillers, General 


+ NDDRESSING = " 


woe Buses Div edebalewes 


THE LETTER SHOP, Inc. 
481 6. Dearborn &., Chicago 5, Ilincis 


Mills, Goodrich, Goodyear, Inter- 
national Business Machines, Lever 
Brothers and Shell Oil. 


s A newspaper sponsorship com- 
mittee is at work, he said. The 
four coast-to-coast networks are 
cooperating. The outdoor medium 
already is donating 3,000 panels 
in 300 cities a month and the trans- 
portation medium 90,000 car spaces 
in 255 cities a month. The Ameri- 
can Weekly, New Republic and 
Parade are running six or more 
of the ads, and This Week is con- 
tributing the printing of the first 
200,000 booklets. 

Ken Wells, director of operations 
of the joint ANA-Four A’s commit- 
tee for better understanding of 
our economic system, presented 
response from advertisers, agen- 
cies, publications and others on 
the operation of the plan up to 
now on the community basis. 

Dean Donald Kirk David, of the 
Harvard Business School, believed 
that “the council has developed 
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—————— 


A tecent canvass of 100 typical stu- 
dents in one of New York City’s 
colleges showed that the women stu- 
dents average 814 hours a week in 
the subways and the men 10 hours. 
Roper’s. subway survey revealed 
that of all adult New Yorkers.... 


9 ouT oF 10 
ARE SUBWAY RIDERS! 


NEW YORK SUBWAYS ADV. CO., 630 FIFTH AVE., N.Y. 20 


JAHN & OLLIER - 


ENGRAVING COMPANY 


617 W. WASHINGTON BLVD. CHICAGO 7, ILLINOIS - MOnnoe 6-7080 


FINE 
PRINTING 
PLATES 


COLOR PROCESS 
HALFTONE 
ZINC 


a workable program,” but he 
warned: “Communism is on the 
march and will continue to be. 
The need for mass education about 
our economic system will not be 
changed or lessened by the results 
of the election. If we are to man- 
age our economy .. . to avoid 
another serious depression, it must 
be with the intelligent understand- 
ing” of the public. 

If both government and business 
exercise statesmanship and self- 
discipline, the nation’s economy 
can be put on solid footing by 
1952, predicted Dr. Richard Glenn 
Gettell, who presented Fortune’s 
second annual analysis of this 
broad subject. 


es Part of Tuesday afternoon was 
given over to a discussion of legal 
and legislative subjects, which was 
led off with a highspot review of 
current activities on the legislq- 
tive front by George S. McMillan, 
vice-president, Bristol-Myers Co. 

I. W. Digges, ANA counsel, re- 
viewed the “law of distribution” 
which has developed in federal 
statutes covering such things as the 
Federal Trade Commission, Securi- 
ties & Exchange Commission, Clay- 
ton and Robinson-Patman Acts, 
Federal Communications Act, Mil- 
ler-Tydings Act, Lanham Act, etc. 

Asserting that there is nothing to 
indicate that there will be any 
change in continued exercise by 
the federal government of “a vig- 
orous interest in the regulation of 
business,’ Mr. Digges warned that 
“owners and stewards of business 
must become more active and more 
vocal in their relationships with 
business.” He particularly as- 
serted that delegation of functions, 
including employment of “paid ad- 
vocates to do their contact work in 
Washington,” has been carried too 
far. Business men must themselves 
be more vocal in this area. 


a Mr. Digges took time out to as- 
sert that “some of the ruction” 
over governmental action, particu- 
larly on the basing point question, 
“appears unjustified.” The recent 
Supreme Court decisions in basing 
point cases do not knock the props 
out from under the whole deliv- 
ered price system, he said, quoting 
from the Supreme Court decision 
in the Corn Products case, which 
included the statement: “Congress 
was unwilling to require f.o.b. fac- 
tory pricing, and thus to make all 
uniform delivered price systems 
and all basing point systems illegal 
per se.” “Therefore,” Mr. Digges 
said, “the present law is that short 
of acombination to fix prices, the 
only factor that can convert a 
delivered price system into a vio- 
lation of the federal anti-discrimi- 
nation statutes would be a differ- 
ence in price to competing cus- 
tomers not justified by a savings 
in the cost of manufacture, sale or 
delivery.” 

Although the new Lanham 
trademark law is still subject to 
considerable interpretation, it can 
safely be predicted that in the 
long run it will provide better pro- 
tection and increased prestige for 
established marks, Dr. Walter Der- 
enberg, special counsel to the U. S. 
Patent Commissioner, told the 
meeting. 

At the same time, he warned 
that most of the basic principles 
which were used in the selection 
of a valid mark under previous 
law still exist today, and he 
showed a number of slides of ad- 
vertising to demonstrate what is 
good and what is bad in trademark 
development and usage, and to il- 
lustrate how the new Lanham Act 
suggests changes in technique or 
procedure. 


a H. D. Everett Jr., market re- 
search director of Ford Motor Co., 
described a method employed by 
Ford to measure the effectiveness 
of its national advertising. 

From 8,000 to 10,000 adults once 


or twice a year are asked questions 
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MAGAZINE RESEARCH—A. W. Lehman, director, Advertising Research Foundation, 
is being introduced by R. B. Donaldson, advertising director of Ford Motor Co., at 
the Association of National Advertisers convention. Mr. Lehman discussed ARF’s pro- 

posed magazine audience study. 


designed to show whether or not 
they have been favorably im- 
pressed by any recent passenger 
car advertising. They are also 
asked in which media or medium 
they saw the advertisements. 

These questions, Mr. Everett ex- 
plained, are part of a much more 
extensive questionnaire. When all 
the material is tabulated, Ford can 
tell how much new car prospects 
were influenced by Ford advertis- 
ing. A check of competitors also is 
provided. The frequency of the 
survey, he added, permits the com- 
pany to change unsatisfactory ap- 
peals before major damage can be 
done. 


a Among other things, Mr. Everett 
said, “we can find out how much 
higher the percentage of people 
preferring or intending to buy a 
given make of car is among those 
who have been favorably im- 
pressed by its recent advertising 
than among those who have not. 
We can find out whether our ad- 
vertising has impressed good pros- 
pects for Fords as frequently as 
poor prospects... 

“We can also break down by our 
six sales regions, by makes of cars 
owned, family income and educa- 
tional levels, age groups, sex, etc.” 

Mr. Everett explained that “the 
measurement is superficial in that 
it does not tell us how deep an im- 
pression car advertising has made 
on the respondent, or what the ac- 
tual results of the impression will 
be...On the other hand, the test 
is an acid one in that the respon- 
dent’s memory is not aided or 
jogged in any way.” 


s Reporting on the Curtis Con- 
tinuing Study of Brand Prefer- 
ences, in which Curtis Publishing 
Co. regularly asks 5,000 house- 
wives about their brand prefer- 
ences, Donald M. Hobart, director 
of research for Curtis, said that 
consistent use of national adver- 
tising stressing brand names builds 
up a lasting consumer preference. 

Illustrating his talk with slides, 
Mr. Hobart reported, among other 
things, that 56 more brands of 


bacon were named as preferred 
brands this year than last, whereas 
63 all-purpose flour brands named 
last year were not named this year 
The significant thing, he said, “is 
the extent to which new competi- 
tive faces can appear in a single 
year; also the extent to which for- 
merly preferred brands can drop 
out of the picture if they rest on 
their laurels too long.” 


Maker of Presto 
Ordered to Drop 


Exclusive Dealing 


WaAsHINGTON — FTC Friday or- 
dered National Pressure Cooker 
Co., Eau Claire, Wis., maker of 
Presto cookers, to drop exclusive 
dealing contracts which prevented 
distributors from handling prod- 
ucts of its competitors. 

The commission said -the firm, 
described as “the world’s largest 
manufacturer of pressure cookers,” 
offered favorable shipping alloca- 
tions to exclusive dealers, and 
threatened curtailed shipments to 
those refusing exclusive-dealing 
agreements. 

Gross sales of its pressure cook- 
ers and canners amounted to more 
than $16,000,000 for one six-month 
period, FTC said. 


Guenther Joins WQAM 

Wilfred Guenther, formerly with 
Station WLW, has joined Station 
WQAM, Miami, Fla., to handle 
sales and sales promotion. 
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Advertisers Are 
Pricing Selves 
into Limbo: Fatt 


New Yorx—National advertisers 
pre “getting out of touch and out 
hf tune with the masses,” Arthur 
_ Fatt, executive vice-president 
f Grey Advertising Agency, em- 
hasized before the Association of 
jational Advertisers here last 
veeK. 
In the process, Mr. Fatt added, 
hey are yielding business to “the 
big retailers, who never lose sight 
,f the mass-market ball, and who 
ake advantage of every oppor- 
unity the current situation affords 
o nail down for their brands a 
eputation for value and price.” 
He cited two current trends in 
he tire industry: 
1. The major manufacturers 
‘have built another tire on the 
eputation they already ‘enjoy’ of 
harging more than do the huge 
Histributors who have their store- 
ontrolled brands. 
“2. The huge distributors... 
ave built another tire on the rep- 
itation they very definitely enjoy 
-better value at lower prices.” 
Thus the tire companies “have 
ended virtually to restrict for 
heir brands the upper income 
arkets,” while “the giant re- 
ailers have once again strength- 
ned their hold on the true mass 
arkets.” 


Mr. Fatt pointed out that re- 
ailing has become big business, 
vith “at least a dozen retailers 
ore powerful than 99% of the 
esources from which they buy’— 
nd with Sears, Roebuck alone 
pending $30,000,000 annually in 
dvertising its store offerings, not 
ncluding its catalog. 

These retailers, he said, are 
aiming not merely at One-Stop 
shopping but at One-Shop Busi- 
bess. They intend, eventually, to 
) manufacturing, warehousing 
nd retailing—all under one roof. 
heir store-controlled brands, al- 
ost without exception, will be 
sed on price lines that represent 
ass buying price levels.” 

The growth of store-controlled 
ands in the past eight years, 
e shawed, has been partly ob- 
ured by the war-born business 
oom, but it is “now beginning 
) emerge in its true light.” 
Despite the high costs of labor, 
aterials, etc., national adver- 
ers, whose business has been 
lilt primarily on mass-priced 
roducts, must find ways to com- 
tte. He cited the example of 
loover Co. recently in bringing 
ita smaller “apartment model” 
acuum cleaner, at a lower price. 
“Why wait for the cold and 
nmy hand of readjustment to 
ce necessary change?” Mr. Fatt 
ked. “Why give these new and 
werful rivals that much of a 
tad-start? Why lose the grand 
ipetitive position that national 
‘ands enjoyed during the war?... 
‘L. gging markets aren’t caused 
Y lack of desires on the part of 
masses” but by “lack of pur- 
hai ig power. And you don’t in- 
fas purchasing power by add- 
8 oroduct improvements that 


®eney Agency Reorganizes 
C.... Allen Heeney & Associates, 
tto\ia, B. C., agency, has been 
Tg: nized under the name of 
fency Advertising Ltd. 


‘American’ Names O'Leary 

Don J. O’Leary, for the past 
eight years an advertising sales- 
man with American Magazine, 
New York, has been appointed 
eastern advertising sales manager 
of the magazine, sucteeding Frank 
J. Hurley Jr., who is taking over 
a new post as sales representa- 
tive on special assignments for 
American. 


Spiegel Opens New Oftice 

Spiegel, Inc., Chicago, has opened 
a catalog order office in Danville, 
Ill., the third of six new catalog 
order offices to be established. 
Similar units will be opened soon 
in Rockford, Ill., Middletown, O., 
and Mason City, Ia. 


Clark Joins ‘AéS’ 


J. L. Clark, former retail and 
national advertising manager of 
the Chicago Times, has joined the 
Moore-Robbins Publishing Co. as 
western manager of Advertising & 
Selling. 


Pity the Reporter 
Who Must Compose 
Before Video Camera 


New York—Life in the city 
room of a big newspaper is com- 
plicated enough on any election 
night with top editors tripping 
over copy boys, but this year it 
will be even more hectic in at 
least one office, thanks to tele- 
vision. 

The Daily News political wri- 
ters will pound out their dope 
stories, the reporters will make a 
last-minute check on _ precinct 
counts, the city editor will make 
up special editions and the copy 
desks will write banner headlines 
under the glare of video lights. 
All of this because WPIX wants 
to show the viewers and readers 
a newspaper at work as a part of 
its election telecasts. 


IMAGINE Thanksgiving without the 


or Cincinnati 
without the 


WPIX’s election night coverage 
will start tomorrow (Nov. 2) at 
7:40 p.m. EST. On-the-scene 
interviews are planned from the 
Republican and Democratic head- 
quarters and from Times Square. 
Ben Gross, radio editor of the 
paper, will talk with visiting ce- 
lebrities. 

Albert Ehlers, Inc., coffee maker, 
will sponsor this event. Weiss & 
Geller is the agency. 


Four Name Edwards Agency 
The following accounts have 


MARINE 


appointed the John S. Edwards} *Whaotever Diesel POWER 
Advertising Agency, Hackensack, wry en! look CONSTRUCTION 
N. J., to handle their advertising: | ot, Diesel Progress 

Garfield & Williamson, Jersey City, a yoo: TRANSPORATITON 
maker of plant and bird seeds;| completely. Edite yeueTu 
Kraiss] Mfg., Hackensack, manu-| for the purchasers ase saoaieed 
facturer of pumps and strainers;| of Dieselequip- LUMBER 


Mercury Conveyors, Inc., Hills-| ™e"t. 


dale, N. J., pre-fab conveyors, and 
Appleman Art Glass Works, Berg- 
enfield, N. J., tile tables and pic- 


Edited and Published by REX W. WADMAN 
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ture wall lights. 


ERBEE TURKEY RAFFLE TONITE 


Be MANAGER [6 


' i 


General advertisers talk cold tur- 
key during the first seven months 
of 1948, by placing the Cincinnati 
Times-Star in fifth place among 
the nation’s evening papers, and 
in tenth place among the nation’s 
dailies. Advertising “turkeys” are 
rare with this inseparable combi- 
mation ... Cincinnati and the 
Times-Star. 
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Cadillac's New 
Motor to Get 
Its Own Ad 


76,000 ‘49 Cadillacs 
Will Be Built; Buick, 
Dodge Introduce Models 


Detrrorr—The automobile in- 
dustry took the wraps off three 
products this week, two lines of 
1949 passenger cars and an en- 
tirely new type of door-to-door 
delivery truck. 

The Cadillac Motor division of 
General Motors Corp. presented 
its 1949 line of passenger cars to 
its distributors at a dramatic pro- 
duction at Masonic Temple. Con- 
tinuing the mode of theatrics in 
introducing new models, Cadillac 
had professional actors and ac- 
tresses dramatize the history of 
the automotive industry and at 
the big climax the curtains pulled 
back as the piece de resistance 
was spotlighted in all its glory. 

Most of the changes in the 1949 
Cadillacs have been under the 
hood where a new 160 h.p. engine 
has been developed at an expense 
of $6,000,000. The new engine is 
a V-8 type and is lighter, shorter 
and lower than the 1948 Cadillac 
engines which developed 150 h.p. 

Production on the 1948 models 
will end Nov. 1 when 66,000 units 
have been produced. D. E. Ahrens, 
general sales manager, said that 
the company plans to build 76,000 
units in 1949. 


s Bud Schooley, advertising man- 
ager, said that Cadillac will adver- 
tise its new engine in seven 
national magazines on Nov. 27 on 
a “one shot” basis as Cadillac 
returns to its pride of ownership 
theme. Cadillac has never adver- 
tised individual features of its 
cars because, as Mr. Schooley said, 
“We believe we have the best of 
all features wrapped into a single 
package.” 

In appearance the new Cadillac 
is much the same as the 1948 
models, but has a longer hood 
line of ornament moved forward 
to increase apparent length while 
a new grille treatment extends 
across the front fenders. New in- 
teriors feature a new instrument 
panel. 

“Although Cadillac motor cars 
continue to be among the most 
sought-after and scarce manufac- 
tured objects in the world today, 
Cadillac will continue its heavy 
advertising budget, which was 


Perfect For 
PREMIUMS 


Leonardo Da Vinci’s famous 
painting beautifully repro- 
duced on 10” plate in full 
color. Border in warranted 
23-karat gold. Mr. Premium 
Buyer—the only new idea in 
a decade. 


Write for details and 
illustrations. 


SANDERS MFG. CO. 


doubled last year,” Mr. Ahrens 
said. He said the bulk of the ad- 
vertising in 1949 again will be in 
daily newspapers. 


es At Flint, the 1949 Buick models 
were displayed to the press, and 
it was no surprise that Buick fol- 
lowed the Cadillac and Oldsmo- 
bile design with its own fender 
treatment. 

The new Buicks will be three 
inches shorter, lower and wider 
with more vision through more 


generous use of glass. The Dyna- 


flow torque drive is extended to 
the super series as optional equip- 
ment and made standard equip- 
ment in the Roadmaster. 

Harlow Curtice, Buick general 
manager, like Cadillac’s officials, 
declined to hazard a guess on how 
much higher the price tags would 
be. Both agreed, however, that 
they wouldn’t be lower. 


ws The something new in trucks 
was trotted out by Dodge Truck 
division of Chrysler Corp. in the 
form that General Sales Manager 


L. F. VanNortwick calls the Route 
Van. 

It is a new conception of a truck 
to meet the demands of creameries, 
dry cleaners, department stores, 
bakeries and other industries re- 
quiring a vehicle for frequent stop 
service. 

Extremely low floor and step 
heights, inside headroom of 76 
inches and greater vision are fea- 
tures. Also, it has its engine placed 
on the right side to provide addi- 
tional space. The offset engine on 
the right side permits use of front- 
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end space which formerly 
wasted. 
Mr. VanNortwick said the Rx 


Van is Dodge’s answer to the . 


turn to a buyer’s market in tru 


SAFE Names Miss Heller 
Ruth Anne Heller, formerly y. 

R. H. Macy, New York departm 

store, has been appointed dire: 


of public relations of a special d. , 


sion to cooperate with adverti< 
efforts to relieve hunger abr: 
created by the Save a Friend ; 


in 
Europe food parcel organizat on, 


New York. 
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DAKLA 


pots, 


years .. 


Plate Dept. 1 
124 4th Ave. §., Nashville, Tenn. 


METROPOLITAN 
ND AREA 


for them.. 


1s 


pani? 


LEADER... 


Metropolitan Oakland Area Committee uses Business Week to 
tell industry and business the advantages of locating in that part 
of California. The Committee has found ... over a period of 9 
. that Business Week reaches a higher concentration of 
Management-men than any other general business or news maga- 
zine. These Management-men are the executives who make or 
influence important decisions of their firms ... men who buy. 


BUSINESS WEEK ON TOP...again in 1948 


Most advertisers whose goods and services are sold to business 
and industry know that Business Week does the best selling job 
.at less cost. That’s why, during the first 6 months of 
1948 and for the past 10 years, Business Week was the leader: 


In page volume of business goods and serv- 
ices advertising. Total: 1762 pages. 


LEADER... 


2. 


In number of business goods and services 
advertisers. Total: 648 advertisers. 


LEADER... 


3. 


In number of exclusive accounts in the busi- 


ness goods and services classifications. Total: 


307 accounts. 


Meee.) © ae 


This consistent, year-after-year leadership of Business Week 
means just one thing— 


WHEREVER YOU FIND IT, YOU FIND A 
MANAGEMENT-MAN...WELL INFORMED 
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A‘lantic City Hotels Ask 
C ty for $150,000 in Ads 


The Atlantic City Hotel As- 
sociation is urging the city com- 
m ssion to earmark approximately 
$150,000 per year for advertising 
the resort. 

At present, the annual appro- 
priation for advertising is $30,000, 
augmented by $50,000 for the ac- 
tivities of the City Press Bureau 
and special events. Under the ho- 
te! men’s plan, the Press Bureau 
appropriation would be retained, 
but the advertising fund would be 
10% of the annual receipts from 


the city’s “luxury tax.” This tax 


amusement admissions and to- 
bacco. In operation since June, 
1947, it brought in well over $1l,- 
500,000 in its first year of oper- 
ation. 


Two Name Bodine & Meissner 


Bodine & Meissner, Beverly 
Hills, Cal., has been appointed to 
handle the advertising of Cubbison 
Cracker Co. and Certified Foods 
Co., both in Los Angeles. News- 
papers, radio, magazines and trade 


publications will be used to pro-| Bay area. 


‘mote the Cubbison line of Melba 
is a 3% levy on hotel rooms, liquor, |toast, Zwieback and cookies, and 


Certified’s Kitchen Pride line of 
mayonnaise, salad dressing and 
French dressing. 


Two Appoint Wright Agency 


The San Francisco office of 
Frank Wright National Co. has 
been named to handle the insti- 
tutional and national advertising 
of Lucky Stores, Inc., Oakland, and 
Brick O’ Gold, Inc., which plans 
to open ice cream and dairy pro- 
duct stores in the San Francisco 


Art Directors Club 
of Chicago Starts 
G. I. Lecture Series 


Cuicaco—The Speakers Bureau 
of the Art Directors Club of Chi- 
cago will launch a series of weekly 
lectures and quiz sessions Nov. 4, 
the first of its kind in this city. 
The majority of the class will be 
G. I. students who hope to engage 
in advertising art. 

The series, to be held in Curtis 
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Hall, Fine Arts building, was 
scheduled by the Ray Schools, 
which has invited other schools 
here to send a limited number of 
graduating students to the lectures. 
Next year the bureau may shift 
the course to another school, or 
undertake two series at different 
institutions. Cost of the series is 
$15, which may be included under 
the G. I. training program. 

More than 300 students are ex- 
pected to hear two speakers each 
Thursday night, who will deal 
with professional problems in ad- 
vertising agencies and _ studios. 
Topics will include media, editorial 
techniques, typography and print- 
ing problems, packaging, fashions, 
illustrations, etc. All 24 speakers 
will be called to the platform at 
the final session to answer ques- 
tions from the prospective adver- 
tising artists. 

The speakers will include 
George Elin, Artists Ltd.; H. C. 
Jensen and J. C. Barcanic, Ta- 
tham-Laird, Inc.; Albert Kner, 
Container Corp.; R. Hunter Mid- 
dleton, Ludlow Typograph Co.; 
William Miller, General Outdoor 
Advertising Co.; Taylor Poore, 
Tempo, Inc.; Dan Smith, Poole 
Bros.; Fred Fisher, Montgomery 
Ward; Douglas Smith, Buchen Co.; 
Howard Duffin, Illinois Farm Sup- 
ply Co.; Edward Hayes, Irving- 
Cloud Publishing Co.; Marjorie 
Fletcher, Bielefeld Studios; Fran- 
ces Owen, Marshall Field & Co.; 
Maurice November, Henry C. Lyt- 
ton & Co.; Fred Boulton, J. Walter 
Thompson Co.; William Savin, 
Roche, Williams & Cleary; Ray- 
mond Coudret, Photopress, Inc.; 
Walter L. Howe, R. R. Donnelley 
& Sons; Rom Z. Rigotti, MacFar- 
land, Aveyard. & Co.; Phil Dob- 
rofsky, Promotional Arts, Inc.; 
Ralph Ericksen, Henri, Hurst & 
McDonald; Gus Berkes, Esquire; 
and George Straub, Outdoor Ad- 
vertising Incorporated. 


Elects Karagheusian 

Charles A. Karagheusian, execu- 
tive vice-president of A. & M. 
Karagheusian, Inc., New York, 
maker of Gulistan carpets, has 
been elected chairman of the board 
of directors of the company. Steele 
L. Winterer, former vice-president 
in charge of sales, has been elected 
president. 


Appoints Gilbert Agency 
Medcraft Electronic Corp., man- 
ufacturer of medical equipment for 
psychiatrists, has named Norman 
S. Gilbert Co., New York, to di- 
rect its advertising. Trade publi- 
cations will be used. 


FIRST AGAIN WITH 258 
WESTINGHOUSE YEAR 'ROUND 


AIR-CONDITIONED 
SLEEPING ROOMS 
500 ROOMS WITH BATH 


hotel SEGLBACH 


_ Kentucky's Re-NEW-est hotel 
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109 Magazines Will 
Contribute Space 
Starting This Month 


New York—After two years of 
preparation, an advertising cam- 
paign explaining the American 
economic system will be launched 
this month by the Advertising 
Council. 

Following the basic plans of the 
American Association of Adver- 
tising Agencies and the Associa- 
tion of National Advertisers, under 
the chairmanship of Don Belding, 
chairman of the executive com- 
mittee of Foote, Cone & Belding, 
Los Angeles, the program has 
the pledged support of 109 maga- 
zines and $100,000 worth of adver- 
tising space each from General 
Electric and General Foods for 
the kick-off. 

According to the council, at 
least four advertising agencies— 
Benton & Bowles; Foote, Cone & 
Belding; J. Walter Thompson Co. 
and Young & Rubicam — have 
stated they will purchase space to 
run the ads over their own names. 

The General Foods Corp. will 
use between 25 and 30 national 
magazines during December, and 
General Electric ads are scheduled 
for January, supporting the cam- 
paign. The four major networks 
will broadcast messages on sus- 
taining programs. 


aw Of the numerous advertising 
agencies which volunteered to 
prepare ads for this campaign, 
four were selected: Batten, Bar- 
ton, Durstine & Osborn; McCann- 
Erickson; J. Walter Thompson Co. 
and Young & Rubicam. Working 
with these agencies was a com- 
mittee composed of Evans Clark, 
executive director of the Twen- 
tieth Century Fund; Paul G. Hoff- 
man, then president of the Stude- 
baker Corp., and Boris Shishkin, 
economist, American Federation 
of Labor. 

A total of more than 200 sepa- 
rate ads were prepared out of 
which 11 were finally approved. 
A twelfth is in preparation. 

A textbook of the campaign, 
consisting of charts, facts and 
arguments, called “The Miracle 
of America,” written by Evans 
Clark’s Twentieth Century Fund, 
will be offered free in every ad. 


s The council’s facilities for the 
campaign include every major 
medium of advertising. The coun- 
cil radio allocation plan, sup- 
ported by practically every na- 
tional and regional radio program 
of the four networks, is preparing 
radio messages. In newspapers, 
a sponsorship committee is at 
work. In outdoor and transporta- 
tion advertising, the council has 
facilities for 3,000 panels in 300 
cities in outdoor advertising and 
90,000 car card spaces in 255 cities. 

The American Weekly and 
Parade have unconditionally 
pledged six ads over the course 
of a year, and within the past 
few weeks This Week Magazine 
and other companies have under- 
taken to produce 200,000 copies of 
“The Miracle of America.” 

In order to gain support from 
house organs, business papers will 
use the first ad prepared for 
November beginning Nov. 8. 
There is an ad designated for par- 
ticular use each month of the year 
beginning next month. 
first time in a program of this 
nature, all the ads are signed by 
representatives of management, 
labor and the public. 


\“This campaign 


For the| 


a G-E,GF HelpLaunch 
ps | CouncilEconomy Drive 


on the campaign at a Washington 
press conference, Charles G. 
Mortimer Jr., vice-president of 
the General Foods Corp. and 
chairman of the council, said: 
is, to us, the 
soundest information campaign 
against Communisim yet devised 
—and I think it is noteworthy 
that it scarcely mentions the 
word. Communism, unlike nature, 
flourishes in a vacuum—a va- 
cuum of information. We pro- 
pose that business do what it 
has so long talked about—tfill 
this vacuum with accurate infor- 
mation about how our system 
works, what it has done for us 
and, above all, what it can do for 
us in the future. If this is done, 
and done in sufficient volume, 


it would seem as though nobody: 


but a stooge or a ten-carat crack- 
pot would fall for the siren song 
from Moscow.” 


Business Methods 
Can Aid Churches, 
Pleuthner Writes 


New York—Successful use of 
tested merchandising methods in 
building church attendance has 
prompted Willard A. Pleuthner, 
vice-president of Batten, Barton, 
Durstine & Osborn, to write a book 
on the subject. 

The book, “Getting More People 
into Church, Through Tested Busi- 
ness Methods,” is to be published 
before the first of the year by the 
Cloister Press, Louisville. Mr. 
Pleuthner will show how, working 
with ministers on attendance prob- 
lems during several years, he em- 
ployed the same tested plans used 
in advertising and promoting the 
merchandise of BBDO’s clients. 

Encouraging results with these 
methods were described by the 
agency executive-author at a re- 
cent church promotion clinic held 
by the Ministerial Association of 
Buffalo. Churches, he said, should 
find out as much about their con- 
gregations and potential members 
as business knows about its cus- 
tomers and prospects; should set 
a goal of increased attendance and 
membership; should plan a pro- 
gram of specific activities, and 
should aim to achieve at least a 
10% growth per year. 

Mr. Pleuthner urged the asso- 
ciation to adopt the suggestion of 
another BBDO executive, Alex F. 
Osborn, that churches use the 
basic appeal, “Church Going Fam- 
ilies Are Happier Families,” in 
the many media at their disposal, 
including outside bulletin boards, 
newspaper announcements of serv- 
ices, and all printed literature. 


Launches Zubes Campaign 


Cockfield, Brown & Co., Mon- 
treal agency, is releasing an in- 
tensive campaign for Zubes cough 
lozenges and cough mixture in 
metropolitan dailies across Can- 
ada, in national magazines and on 
radio from _ coast-to-coast. The 
products are manufactured by 
F. W. Hampshire & Co., Derby, 
England, and distributed in Can- 
ada by Better Proprietaries Ltd., 
Toronto. 


Plans International Survey 
Art & Industry, published by 
Studio Ltd., London, England, 
plans to publish an international 
survey of contemporary industrial 
design. To be known as “Industrial 
Form,” the review will cover the 
period from the end of the war 
to December, 1948. Manufacturers 
in every country are being asked 
to submit photographs of their 
products for consideration. The 
final date for receipt of material 


In presenting the information| js Dec. 31, 1948. 
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COMING COUNCIL AD—This is one of the first 11 ads prepared by the Advertising 

Council to explain the American economic system. This one is scheduled to appear 

next March. All in the series carry the coupon for the “Miracle of America” booklet 

prepared by Evans Clark, and Mr. Clark, Paul Hoffman and Boris Shishkin are 
named in each ad. 


ARF Still Seeks 
Funds for Study 


of Magazines 


ANA Hears Lehman; 
Action Due on Spread 
in Newspaper Rates 


New YorK—The action of the 
Ladies’ Home Journal in reducing 
its circulation rate base from 
4,500,000 to 4,275,000, rather than 
to use “pressure” to maintain it. 
was praisod by members of the 
Association of National Advertis- 
ers at their annual meeting here 
last week. 

Addressing a magazine seminar 
R. B. Donaldson, advertising direc- 
tor of Ford Motor Co., called the 
Journal’s announcement “one of 
the most potent things ever done 
to establish a sounder basis of ad- 
vertising values.” 

As chairman of the ANA mag- 
azine committee, he introduced 
A. W. Lehman, director of the 
Advertising Research Foundation 
who discussed tentative plans thus 
far made for a continuing study of 
magazine audiences under ARF 
supervision. 

Currently, Mr. Lehman said, the 
ARF is surveying members o0* 
the ANA and Four A’s to deter- 
mine which magazines should be 
included. Although 15 months 
already have been devoted to pre- 
liminary plans, and “a first model 
has been prepared,” he pointed out 
that the study will not be formally 
launched “until we get the money.” 


e Mr. Lehman explained that un- 
der the ARF tripartite operation 
“the medium pays the bill,” and 
|that the fund-raising procedure 
has just been worked out by the 
| ARF committee in charge of the 
,proposed magazine study, headed 
_by Otis Allen Kenyon of Kenyon 
|& Eckhardt. 

| Heemphasized that ABC-audited 
figures are “still the cornerstone” 
of media circulation, and added 
that the ARF’s audience study will 


be concerned not merely with peo- 
ple who say they have seen a par- 
ticular issue but with “in-lookers” 
who have read one or more stories. 

Mr. Lehman issued to ANA 
members a confidential report of 
the current status of the study, 
which was reported to have cov- 
ered opinions of about one-fifth 
of the ANA-Four A’s members 
surveyed. 

Mr. Donaldson mentioned that 
Ford, which spent $50,000 on an 
extensive media survey two years 
ago through the Elmo Roper Or- 
ganization, is now completing a 
similar study. 


a That the controversy over the 
spread between national and local 
newspaper rates is not a completely 
forgotten issue became apparent 
quickly at the newspaper commit- 
tee meeting, presided over by R. J. 
Keith, director of advertising of 
Pillsbury Mills. 

National advertisers are “recon- 
ciled” to a differential to cover the 
agency commission and national 
selling costs, but are concerned 
about the “wide spread” between 
local and national rates on some 
papers, Mr. Keith said, reporting 
that his own informal survey 
showed tremendous variations in 
the spread, in one isolated case 
amounting to 300%. In answer to 
a query from the floor as to what 
might be considered a fair differ- 
ential, D. H. Odell, advertising di- 
rector, General Motors Corp., said 
that in his opinion a 30% differen- 
tial was “very generous.” 

The committee finally concluded 
to attack the problem on one spe- 
cific point: to urge the Newspaper 
Advertising Executives Association 
to work with its member news- 
papers in an attempt to reduce the 
spread in those instances where it 
is “out of line.” Asserting that 
there may be as many as 50 news- 
papers of importance to advertisers 
whose local-national spread is 
very high, Mr. Keith said the com- 
mittee will present to NAEA a 
written proposal urging it to “get 
the pirates into line.” 


s Most of the committee session 
was given over to reports by vari- 
ous staff members of the Bureau 
of Advertising, ANPA. Harold S. 
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Barnes, director of the bureau, tc q 
the committee meeting that wee! y 
and Sunday newspaper circulatic \s 
have grown steadily since 1939, io 
a point where daily circulation jis 
now about 51,000,000. However, i¢ 
pointed out that circulation |! as 
not been inflated, but has mer: |, 
kept pace with the growing nu. )- 
ber of families. National adv: r- 
tising in newspapers last year is 
estimated at $357,000,000, he sa qd. 
and on the basis of eight-mon:h 
figures will total about $420,000,0 )9 
this year. 

Alan Sikes of the bureau showed 
a preview of a new analysis of 
food advertising and editorial con- 
tent in newspapers which wil! 
shortly be available in bookiet 
form, to demonstrate that food con- 
tent rates high in readership. ANA 
food advertisers are supporting the 
movement to develop a “second 
food day” earlier in the week, so 
as to eliminate some of the adver- 
tising competition from crowded 
Thursday or Friday food sections, 
but emphasized that the move 
toward an earlier food day will not 
be successful unless newspapers 
can induce important local food 
advertisers to cooperate. 

~ 1s 
s William Bell of the Bureau of 
Advertising brought the ANA 
members up to date on the bu- 
reau’s attempts to induce news- 
papers to prepare a_ standard 
market data packet for advertis- 
ers and agencies. Already, he 
reported, 594 newspapers in 418 
cities have agreed to use the 
standard form. 

A discussion of grocery inven- 
tory operations conducted by 
newspapers indicated great inter- 
est on the part of advertisers, wh 
also would like drug inventory 
data, and the ANA newspaper com- 
mittee will work with the research 
committee of the Newspaper Ad- 
vertising Executives Association 
and the Bureau of Advertising in 
attempts to fill “blind spots” in 
both these fields. 


w Chester W. Ruth, director of 
advertising, Republic Steel Corp. 
presided over a session of the in- 
dustrial advertising committee, at 
which a paper prepared by John 
Maddox, director of research, Ful- 
ler & Smith & Ross, was read, and 
L. Rohe Walter, director of public 
relations, Flintkote Co., spoke. 

Mr. Maddox’s paper, read by an 
associate in his absence, gave <e- 
tails of four case studies showing 
how marketing research in_ the 
industrial field was used to securt 
better advertising results, and M! 
Walter catalogued scores 0! 
methods by which advertisers are 
attempting to cut preparation an¢ 
other costs. ‘ 

The ANA committee on educa- 
tional activities, under the chai'- 
manship of Lillian Denton, Under- 
wood Corp., held a seminar 0” 
educational activities at which 
featured speakers were Lew!s 
Stark, manager of school se: vice 
for Westinghouse Corp., and [er- 
esa E. Boden, staff assistan\, 
American Telephone & Teleg: api 
Co. An informal, round-table dis 
cussion of educational activiti.s !" 
connection with employes an 
schools and the public, feat ireq 
the session, at which Charle W 
Rice, in the public relations dé 
partment of American Vi 054 
Corp., was named chairman 0 
committe 2 for the coming ye °- 


WOIC Appoints Murdock 


William D. Murdock, sales 
ager and assistant general : 4! 
ager of Station WOL, Washin 
since 1946, has been named 
manager of WOIC, Bamb ‘s¢ 
Broadcasting Service’s Was 
ton television station. 


NAVS Schedules Meeting 

The National Association © 
riety Stores will hold its a 
convention and its mercha: 
fair at the LaSalle Hotel, Ch’: 
Jan. 31-Feb. 3. 
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Indiana Lumber Data 
Ic lst Manufactures 
Census Report Out 


WASHINGTON—The first tangible 
results of the 1947 Census of 
Manufactures became _ available 
last week with the release of a 
preliminary report covering pro- 
duction and stocks of lumber for 
the State of Indiana. 

Additional reports by state in the 
lumber series will follow during 
November and December, and pre- 
lirainary reports for about 50 other 
industries will be issued with in- 
creasing frequency throughout the 
winter. 

By early spring, Census Bureau 
expects to have sufficient com- 
modity and area data to give a 
useful picture of the vast expan- 
sion and widespread changes 
which have taken place since the 
1939 census. 

The bureau already knows that 
the number of establishments has 
increased from approximately 
185,000 to 250,000. As results are 
reported, the changes will be in- 
terpreted in terms of output and 
employment, geographic location, 
materials consumption and similar 
factors. 


s Preliminary industry data is ex- 
pected to lead by spring to a series 


GF Appoints Wiggins 

Calumet Sales, Ad Manager 
Charles A. Wiggins, who joined 

the Calumet Baking Powder divi- 

sion of General Foods Corp., New 

York, last April, 

has been ap- 


pointed sales and 
advertising man- 
ager of the divi- 
sion. He was 
associate adver- 
tising manager in 
the Gaines divi- 
sion of GF prior 
to joining the 
baking powder 
division. C. A. Wiggins 
John K. Frazier, formerly man- 


Here’s what we are doing about TELEVISION 
in MEMPHIS and the MID-SOUTH 


WMCT, the first television station in 
Memphis and the Mid-South will be op- 
erating in this two billion dollar market 
almost before you know it. “T” day is 
set for December, just a few months 
away. 

TV sets are being sold and installed 
right now. WMCT is completely staffed 


to handle your television assignments. 
Facilities include RCA equipment; two 
studios, one a spacious auditorium seat- 
ing 1,050 people; and a new mobile unit 
complete with micro-wave relay equip- 
ment. No expense has been spared to 
bring our clients the finest TV service 
to be had. 


of about 75 industry “separates” 
offering complete results for about | 
500 industries by groups of re- 
lated industries. 

About the same time that the 
industry “separates” begin to ap- 
pear, Census Bureau expects to 
be ready with the first “area” | 
compilation, a summary report for 
the United States as a whole and 
for each state, for major industries. | 
Eventually, state “separates” will | 
give complete industry data for 
each state and subdivision. 

By fall, the Government Printing 
Office will probably be ready to| 
distribute the three bound volumes | 
of reference material which consti- | 
tute the final publication in the | 
series. Totaling 2,400 pages, and | 
available only in a limited edition, 
the bound volumes contain the 
industry “separates,” the area 
“separates,” and general summary 
statistics. 

The exact order in which preli- 
minary industry statistics appear 
during the next few weeks is 
almost impossible to predict, since 
appearance of any particular 
report is subject to last-minute 
review for “completeness.” 

Figures are “well along” for 
about two-thirds of the industries 
covered by the census, but the 
absencé of a single important in- 
dustry member may result in with- 
holding of the preliminary report 
on an industry. 

Reports on the lumber industry 
have been completed first because 
this series is collected by field 
enumerators, whereas other in- 
dustries are handled by mail 
canvass. 

Ine of the major elements of 
the Census of Manufactures, the 
lunber series involves about 
65000 establishments, and _ re- 
qlires about 20% of the funds 
a\iilable for the census. 

‘he preliminary lumber reports 
deal only with production and 
sticks by county for each state. 
Tle summary statement for the 
U: ited States will contain pre- 
lir inary information on employ- 
ment, payrolls, value of shipments 
an! expenditures for new plant 
an equipment. 


STOCK CUTS 

i Sctbods of ae oe 
JN STIVERS STUDIO 
113 New Montgomery St. 


tions to Printing and Adver- 
wees S00 Francisco 5, California 


“ 


tising Executives. Write on 
business letterhead. 


ager of the personnel section of the 
General Foods sales division, has 
been named associate sales man- 
ager of the Jell-O division. 


Tonne Joins Jacobson 
Christopher Tonne, formerly an 
account executive of Merrill Sym- 
onds, Advertising, has joined Rus- 
sell L. Jacobson, Advertising, Chi- | 
cago. 


WMC 


WMC » WMCF + WMCT owned and operated by the Commercial Appeal 


CHANNEL 4—Memphis, Tennessee 


National Representatives — The Branham Co. 


PROBLEM Like many firms in this and 
widely different fields, the makers of Mar- 


chand’s “‘Make-up” Hair -Rinse wanted to 
increase impulse sales in the drug stores. A 
new package design had just been adopted. 
Still the need was felt for a device that 
would persuade more shoppers to serve 
themselves. The fact that Marchand’s prod-. 
uct is offered in 12 different colors further 


complicated the situation. 


APPROACH A field study was made at the 
point of sale. It revealed, among other facts, 
that the customer’s color selecting time was 
reduced when the packets were stacked as 
illustrated. Shoppers were able to see the en- 
tire color range of the line at a glance—be- 
cause.the thin top edge of each packet was 
imprinted with the color of the rinse it con- 
tained. A counter unit was developed that 
paraded these color designations on the 
packet edges and yet displayed the attrac- 
tive new face of the package to maximum 
advantage. The ingenious double wirg ar- 
rangement permitted two shoppers to serve 
themselves simultaneously and endowed the 
entire display with an “arc of visibilty” wide 
enough to draw customer attention from 


three directions. 


*SALES PROMOTION TECHNIQUES is the title of an interesting and provocative booklet published regularly by Consolidated Litho in 
the interest of helping management develop more effective promotional material, If you'd like a copy of the latest issue, write to our Dept, A-2 


Oe pope gash Neth ge Ak Bye: Len near Aids Rey cg Mel a a Sena Meg G pe eS oy Lak Mae Rae Ne ch ae. & 
aes cer hae MN ge Sh a dy Cakes lim ne etMuee EEC Ste hn Th pet Ml eytn eae he 7! 


Developed in collaboration with MR. HENRY SCHLICHTING, 
Vice President of the CHARLES MARCHAND COMPANY 


= 


} MARCHANDS Ff 
it Makeup HAIR RINSE | 


= 


RESULTS The technique employed 
produced a counter unit that attracted 
customer attention, then made it easy 
for shoppers to select the shade of rinse 
they wanted. Dealers, in turn, found 
the display easy to service. The new 
unit was widely used and Marchand’s 
drug store sales increased accordingly. 


MORAL Good display ideas—the kind that 
really sell merchandise—are found only in 
the market place. When you have a point- 
of-sale problem, consult Consolidated—the 
Lithographers who know where to go to find 
the answers. If you wish a representative to 
call, write or phone: 


CONSOLIDATED Lithographing Corporation 


1013 GRAND STREET, BROOKLYN 6, N. Y. + EVergreen 8-6700 
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So two million people see this helium hubbub once a year! 


Judson: That’s what the New York 
Times says. 


Chairman: But the point is that they 

only see it once a year. What we want is \g 

a chance to tell our story month-in- 
and-month-out.We want our dealers to feel 
a steady demand. 


Judson: But our budget is— 


Chairman: I know all about our budget, 
but I also know that for $52,800 we can tell our 
story to nearly 2,000,000 
REDBOOK families in 
full pages every month of 
the year. How can a one- 
time shot like this do us as 
much good as the regular 


appearance of our pages in REDBOOK. 

How can we pass up these young, free- 
spending families when smart advertisers like 
Four Roses, Lucky Strike, Sani-Flush, Tartan, 
Studebaker, RKO Pictures, Pepsodent and 
Chen-Yu use REDBOOK all the time? 

What's wrong with having these 2,000,000 
families on our side? They have a record of 
being regular buyers of products advertised 
in REDBOOK. 

Let’s send an order to REDBOOK and 
make them regular buyers of our product! 


hEDBOO! 


McCall Corporation: 444 Madison Avenue, NewYork 22, N.Y, 


av | 


Adv rt 


— 


Le 
fe 


ATIONA 


OPESHEE 


ternation 


aS 6 le Fo Se eee. eee dig RG 8 em eee 
‘ast f 
ae i— > 
avy ee _ A i, ~ a 
 ] . LAF T 
7 en? ’ a - S . Z A <b) f° Ss) , 
— O | ANS 
._ ‘) = . i 
Ss 1 ™ ; 
| “ |  & ke | NG SNe - 
oe : -/- a Sor 3 s cuties =e pee 
este ; : | | Le | ba £ 
- fi ¢ c ) Ue ) J A Or Lf ) i 
“a_i ay 4 i) % ey - i ( bX y a eae. be a7 
ee A a * ‘) ° ie . Qe / : \ 4 \\ < 1 ae 
re : ¢ | ) pee ) \ > i a 
il fA (Sx VY | | ian 
.) le | gs , , ‘ * 
a Dtin * } me Ca = a 
mee ce i eS > ae 2 e =, 
— q ile 7 Wy) NE x me 
oa a ‘ — — 
ra ql 
| Gi ee 
" | : Ane 
ae |: 
a 
ata | . D COUN 
tea / jouncil ins 
ees, : g of the 
ae oa 
ae <a 
ae Pe « | | F 
‘ ie ; 5 F 
a | = 
“topes mm. | : 
je ee 
a r i es 
ee oc ae | Te reid 2 nH on . * oe 
ae a8 re . =. Ona: an | 
‘ol ae ime Cle 
—~ on, -epr 
Be : f ome \air, 
a Fs a 7 re tin 
ROR ee Pre a i eee ty ap a Digan IS Pa ES he CS te A OES ear iis Ce Nara be Oe a ree ae oe ces nee Be RE D> dolnrmt Caan eee ie Pra dea Yoon tin : oe ee 


id: ortising Age, November 1, 1948 


HOTOGRAPHIC REVIEW 
THE WEEK 


Robert B. Brown, Bristol-Myers Co., retiring chairman; Carleton 
ational Advertisers hold a reunion at New York meeting. Left Healy, Hiram Walker & Sons; A. O. Buckingham, Cluett, Peabody 
right: Paul B. West, ANA president; D. H. Odell, General & Co.; Stuart Peabody, Borden Co., and Allan Brown, Bakelite 
otors; E. T. Batchelder, vice-president and secretary of ANA; Corp. 


jal 


ATIONAL ADVERTISERS MEET—Past chairmen of Association of 


OPESHEET—Three ANA members find what the program holds: George Olson, 
ternational Cellucotton; H. D. Everett Jr., Ford Motor, and W. W. Heusner, 
Pabst Brewing. 


D COUNCIL EXHIBIT—Advertising Council directors look over the exhibit which the 
ouncil installed in the Stevens Hotel, Chicago, in connection with the annual meet- 
g of the National Safety Council. Left to right: Fairfax M. Cone, Foote, Cone & 
lding; Charles G. Mortimer, vice-president, General Foods Corp. and chairman of 
e council, and James W. Young, J. Walter Thompson Co., former council chairman. 


Tedman, J. J. Gibbons Ltd., representing the Canadian Associa- 
tion of Advertising Agencies; Roy M. Bean, Waterloo Chronicle, 
representing the Canadian Weekly Newspapers Association; L. 
W. Beatty, Cooper & Beatty, representing the Graphic Arts As- 
sociation; N. Roy Perry, Maclean-Hunter Publishing Co., repre- 
senting the Periodical Press Association; A. E. Hall, E. L. Ruddy 
Company, representing the Poster Advertising Association; L. E. 
Phenner, Canadian Cellucotton Products Co., representing the 
ACA, and Athel McQuarrie, ACA general manager. 


‘ IAN JURY—Winners of the 1948 advertising awards, 
ed at the 34th annual convention of the Association of 
an Advertisers, were chosen by this group of Canadian 
Clockwise from extreme left are: Neil B. Powter, chair- 
epresenting the Association of Canadian Advertisers; 
\air, ACA staff; J. C. Grier, Parker Pen Co., representing 
ers at large; T. J. Allard, representing the Canadian 
ion of Broadcasters; W. J. Campbell, Toronto Daily Star, 
ating the Canadian Dally Newspapers Association; H. M. 


FOREIGN MANAGERS MEET—Managers of McCann-Erickson’s 
foreign operations at a meeting in New York, are (left to right): 
Luis G. Dillon and George H. Giese, foreign department group 
heads; George H. Smith Jr., manager of the New York foreign 
department; Harrison Atwood, chairman of the executive com- 


GODSPEED—Magazine executives pay their respects to Don 
Parsons, vice-president of Federal Advertising Agency, New York, 
who resigned recently to become executive director of the Super 
Market Institute in Boston. Left to right: E. N. Rowell, Fawcett; 


AT 4TH DISTRICT MEETING—Elon Borton (front row, right), president of the Advertis- 
ing Federation of America, was on hand for the annual meeting of the 4th District, 
AFA, at Ponte Vedra Beach. Front row (left to right) are: A. P. Phillips Jr., president, 
A. P. Phillips Co., Orlando; Mrs. B. F. Irby; Mrs. Phillips and Mr. Borton. Standing: 
B. F. Irby, Sears, Roebuck & Co.; Henry S. Jacobs, WDBO, Orlando; Sen. Spessard 
L. Holland, principal speaker at the meeting, and John Harrell, Orlando Letter Shop. 


mittee of McCann-Erickson and director in charge of the agency’s 
foreign operations; Henry P. Clark, manager of the Buenos Aires 
office and supervisor of the Montevideo and Santiago offices; 
Armando Sarmento, manager of the Brazilian offices and Edward 
Lumsden, manager of the Caracas, Venezuela, branch. 


W. E. Terry, Redbook; William C. Cunningham and George 
Williams of McCall’s; Mr. Parsons; Herbert Drake and F. M. 
Legler of Macfadden. In background is John Sterling of This 
Week Magazine. 


DESIGN FOR NOVEMBER—Imitation birch logs form a frame for the Thanksgiving 
display lithographed in full color by Einson-Freeman for P. Ballantine & Sons, New- 
ork, N. J, Medium and small sizes are available for store window and interior use, 
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CHOICE DISPLAY SPACE 
seus, SELLS, SELLS. 


get it with 
ADVERTISING MIRRORS 
«ees 


MIRRO-PRODUCTS COMPANY 
High Point 2, North Carolina 


ATTENTION 


PRESIDENTS 
Los Angeles, California 


CAPABLE SALES EXECUTIVE mov- 
ing to Los Angeles will be available 
November Ist. 48 years of age, mar- 
ried with family. 

27 years’ experience in sales promo- 
tion, merchandising, and advertising 
of food products through jobbers, 
chains, voluntaries, and super markets 
on a national basis. 

Personal acquaintance with jobbers, 
and chain organizations throughout 
the country, as well as established 
Food Brokers. 

20 years’ service with the General 
Foods Sales Corp. as District Sales 
Manager. 

Interested in associating with a manu- 
facturer who realizes that the honey- 
moon is over, and that it takes an 
experienced sales executive to com- 
pete with the existing Buyers Market 
as well as increase the sales of the 
company. 

| feel confident that if my experience 
and record meets with your require- 
ment that a satisfactory salary can 
be agreed upon, or compensation can 
be arranged on a per cent basis of 
gross sales. 


Advertising Age 
Box 7194 
100 East Ohio St. 
Chicago 11, Illinois 


WILL YOU PAY $10,400 
A YEAR, FOR THE BEST 
COPYWRITING IN AMERICA? 


If you need local or national ad copy 
that sells and —_ you need me, 
for I write it. = | copywriting is in- 
spired, sustain and animated. I 
write to sell your product. I am 
available to any firm that requires a 
top flight ad man—anywhere. Have 
journalistic and copywriting stature 
of proven ability as my stock in 
trade. My work is imaginative, vivid 
and styled in persuasive, entirely 
original endeavor. I write on many 
subjects. Expert in billboard copy, 
catalog designing, circulars, slogans, 
sales letters and layouts. Have been 
editor of a national magazine. I have 
rinting and advertising experience 
n many fields. Essentially an idea 
man, I am particularly adept at 
really remarkable copywriting, hav- 
ing produced work for some of the 
largest companies in America. I have 
the capacity for producing a volume 
of work and am ane ssive, ambi- 
tious and above all thorough and 
capable. I am college trained, war 
vet, employed at — by largest 
magazine in its field in country. Will 
accept position with any concern 
that offers above salary with chance 
for advancement. Willing to produce 
sample copy, ideas, ads, or what 
have you, to. prove ability before 
signing contract. Will go to work in 
any city —anywhere. Available at 
two weeks notice. Contact by eee, 
letter or wire, I will respond imme- 
diately. 


HENRY RICHMOND 
3642 W. Roosevelt Road 
Chicago 24, Illinois 
Ph. SAcramento 2-4177 


RATES. 75c per 


( nh 


= : . . . 
lor cord discounts on multiple insertions and space over 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


Display Advertising Man with general ex- 
perience by paper in Centrai Indiana city 
of approx. 40,000. position for com- 
petent young man seeking permanent 
connection. Give details and starting 
salary. 
Box 9839, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—E xecutive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., Ha 7-2063, Chicago 
ADVERTISING ARTIST WANTED 
Adaptable,versatile artist to join ex- 
panding New Orleans art service. Clients 
are mostly ad agencies. Send qualifications 
and expected income in _ first letter. 
C.C.¥Foster, Industries Bldg. New Orleans La. 


Advertising Assistant........................... $3,600 
Advertising Trainee-Degree................ $3,000 
Account Executive................... Salary Open 

Artist-Designer............ $6,000 ° 


SHAY AGENCIES 
30 W. Washington Chicago 2, Tl. 


Cosh with order. Fiqure boid foce heads 
~per line; light body face 40 per line. Box 
noon, 11 days preceding 


5 inches apply on display 


POSITIONS WANTED 


Secretary to President or top Executive— 
Through advertising experience. Well ed- 
ucated, perfectly groomed, capable of 
handling executive responsibility with 
judgment and tact. 

Box 9837, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER 
University graduate, agency experience. 
Now Advertising-Sales Prom. Mgr. for 
Chicago manufacturer. Position entails 
securing dealers through promotion. Plan 
ad campaigns, write feature story pub- 
licity, direct mail, house organ. Originate 
sales helps, displays, organize market sur- 
veys, work with sales dept. in field, $8,500. 

Box 9838, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


20 Years Well-Rounded Advertising & 
Selling. Radio, paper, advertiser, agency. 
National, local. Age 41, desires opportun- 
ity southwest. Harry Burdick, 2021 NW 
26th, Oklahoma City, Okla. 


Artist, rough and comprehensive layouts, 
illustrations and decorative spots, news- 
paper and magazine experience, practical 
knowledge of engraving, age 31, starting 
salary $5,200. 

Box 9832 ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Space Salesman Wanted part time or 
side line, Chicago; no car needed. Hun- 
dreds of good leads waiting; liberal com- 
mission paid promptly. 

Box 9844, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Silk Screen Representative in Chicago 
area for well-stocked shop outside but 
near Chicago. Want man with experience 
and following. Write fully giving com- 
lete details. Bucklin & Lonergan Adver. 
Agcy, Inc., 1203 Tower Bidg., Elgin, Ill. 


Permanent position for advertising sales- 
man who can sell space in the middle- 
west for established farm paper. Please 
write experience, salary and background. 
Box 9842, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


This firm, selling to industrial plants, 
retail trade, and schools by 100% di- 
rect mail, invites correspondence from 
eligible party experienced in direct mail 
selling, management, and copy writing 
with a view of making permanent profit- 
able connections. Write your first letter 
stating fully your qualifications and ex- 
background, to: 


perience, educational 
P. C. Goodrick, President, CAN-PRO 
Corporation, P. O. Box No 1, Fond du 
Lac, Wisconsin. 

ARTSST 


Experienced artist needed to handle key- 
lining, lettering and design. Write, giv- 
ing full details of experience and salary 
desired. 
Encyclopaedia Brittanica 
20 N. Wacker Drive 
Chicago, Ill. _ 
POSITIONS WANTED Cae 
Yng Man, 25, exp. lge nat’l adv., desires op- 
por. Chgo agcy or adv. dept. College bk- 
grnd—con’t eve. coll. Vet, sgl. Sp. 7-0500 or 
Box 9848, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Vancouver Motors Launches 
Plan to Cut Repair Costs 


Vancouver Motors Ltd., one of 
the largest Ford and Monarch 
dealers in Canada, has started a 
plan called Operation Bonus, de- 
signed to cut repair costs. It in- 
volves turning over an entire sec- 
tion of the repair department each 
week to one particular repair op- 
eration and offering this one ser- 
vice at greatly reduced rates dur- 
ing that week. 

The promotion of the plan was 
launched with teaser ads in local 
dailies, followed by large space 
ads giving full details. These were 
supplemented by direct mail, spot 
radio and outdoor posters. O’Brien 
Advertising Ltd., Vancouver, is the 
agency. 


GOOD Advertising Man 
Available 


Merchandising experience — unusual and 
extensive for a man in his thirties. 
Excellent copywriter — samples aren't 
bound in leather, but they'll interest you. 
References will, too. 

Knows these lines of merchandise—major 
appliances, radios, building materials, 
paint and wallpaper, medicines and hos- 
pital equipment. Some experience also in 
radio continuity and publicity. 

Now associated with a strong agency, but 
needs a change. 

Price: $12,000. Can be chiselled to $10,000 
if you have a provable opportunity. 


Box 7197, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


F ACCOUNT EXECUTIVE 
FOR 


PHILADELPHIA AD AGENCY 


Small, fully recognized, long es- 
tablished agency needs seasoned, 
selling talent. To a man who can 
produce we offer good salary plus 
bonus and an opportunity to earn 
a slice of the agency. riflers, 
dreamers, promises will not inter- 
est us. Write fully outlining ex- 
perience, age, and t income, 
with photo if possible. Our people 
are aware of this ad so you may 
write in full confidence for inter- 
view. 


Box 7199, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


A 


EXPERIENCED COPYWRITER & EDITOR 


18 yeors’ experience: half in retail fashions as 
adv. mgr. or copy chief; half in industry in 
own agency or free lonce. Newspapers, trade 
papers, publications, direct mail (some radio). 
Complete familiarity with printing techniques. 
Chicago or New Englond. 

Box 7196, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


CAPTIVATING 
COPYWRITER 


whose head's in the clouds, heart's in her 
work, feet are on the ground — desires a 
Chicago agency position. 6 years diversi- 
fied experience. 


Box 7198, ADVERTISING AGE 


100 E. Ohie $t., Chicage 11, Ill. 


Put Me To Work Helping You. Have all- 
round experience. At present I’m ass’t 
adv mgr. of an industrial org. Former 
ass’t adv. mgr of a large grocery chain. 
Have dept store experience, also selling 
of tangibles & intangibles. Married, 3 yrs. 
college-received attending night school. 

Box 9845, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Talent Available. . .Agency Contraction 
Single man, 28, healthy and personable, 
Irish descent, creative sales aptitude, re- 
sourceful, Graduate Babson Institute of 
Business Administration, student of ad- 
vertising and marketing, all around 
agency experience. Interested in oppor- 
tunity—agency, business advertising de- 
partment,trade or general publication. 
Reasonable salary requirements, Chicago 
location preferred. 

Box 9847, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


BE HAPPY EXPENSES ARE SO HIGH 
Climbing costs licking leading free-lance 
Business Paper Specialist. But you can 
profit. If you are a publisher big enough 
to consider adding a distinctively above- 
average editor, write or wire today. 

Box 9828, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS 


For Sale— Little magazine for sale, cash 
or terms;owner busy with other business. 
Excellent advertising medium or easily 
convertible to house organ. Controlled 
circulation, established readership, Chi- 
cago advertising and graphic arts field. 
Present editor will assist part time for 
small compensation if desired. 

Box 9843, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Salt Lake Daily 
Names C&éW as Ad 
Representative 


Satt Lake Crry—The Deseret 
News, which boosted its circulation 
from 45,643 in January to 84,000 at 
the present time, has appointed 
Cresmer & Woodward as its na- 
tional advertising representative. 

A hard-hitting circulation pro- 
motion campaign, coupled with 
the debut of the Deseret News’ new 
Sunday edition in May, are given 
heavy credit for the phenomenal 
increase of 40,000 circulation in 
nine months by the paper’s execu- 
tives. 

Formerly represented by West- 
Holliday Co., the evening and Sun- 
day paper now will be handled by 
the New York, Chicago, Detroit, 
San Francisco and Los Angeles 
offices of Cresmer & Woodward. 


‘Jester’ to Parody ‘Time’ 
Jester, the humor magazine of 
Columbia University, New York, 
has received permission from 
Time, Inc., New York, to issue its 
parody on the latter magazine, 
and call it Time. The magazine 
plans to publish its satire on March 
15 and distribute between 50,000 
to 100,000 copies in five major 
cities. The price will be 35¢. 


Rosenthal Joins Donahue 

Jacob Rosenthal, who recently 
resigned as executive director of 
the Coffee Advertising Council, 
has joined Donahue & Coe, New 
York, as director of merchandising 
and research. Previously, he was 
a sales and advertising executive 


of Savarin Coffee Cv. 


Merchandising 


Pointers Given 
at ANA Meeting 


New Yorx—National advertis- 
ing can be made to do double, 
triple and even quadruple duty 
by effective “merchandising” to 
all groups concerned, said Howard 
Spindler, advertising and sales 
promotion manager of American 
Radiator & Standard Sanitary 
Corp., at a “follow-through” ses- 
sion of the ANA meeting. 

Through the full use of our 
national campaigns, he pointed 
out, “we have been able to in- 
fluence not only consumers but 
our salesmen, wholesale distribu- 
tors, retail contractors, architects 
and builders, and our employes.” 

“About a year ago,” Mr. Spindler 
added, “we found ourselves some- 
what in the position of a general 
whose troops had broken through 
enemy lines and were fighting 
separately successful, yet unco- 
ordinated, engagements all over 
the place.” 


s To reestablish coordination, 
American-Standard proceeded to 
gather its merchandising tools, put 
them in one package and tie them 
in with its national advertising 
program. Merchandising helps for 
retailers were put in a_ booklet, 
“Plan for Better Business.” 
Heating and plumbing contrac- 
tors were given a complete kit 
of selling tools—which included 
national, trade and direct mail 
programs, a mat service, dealer 
identification aids, salesroom dis- 
play units, point-of-sale litera- 
ture, a home planning book, “room 
of the month” ideas, a catalog 
service, and a time payment plan. 
Robert W. Williams of General 
Electric’s home laundry equip- 
ment, appliance and merchandise 
department told how G-E “pre- 
sold” retailers on the value of a 
national advertising campaign for 
a new product with the help of a 
specially-prepared “local news- 
paper.” 
The paper haa all the features 
normally found in a newspaper, 
including local advertising, Mr. 
Williams explained. It worked 
well as a merchandiser because it 
gave the retailer the facts about 
the product and the advertising 
campaign. Among other things it 
presented complete national cir- 
culation figures, but emphasized 
the number of families in a given 
area which the national advertis- 
ing will reach. 


w Display dispensers should be 
designed in terms of customer 
reaction, said George A. Percy of 
the Bauer & Black division of the 
Kendall Co. 

They should also be planned 
on. the basis of what dealers are 
found to prefer. “The important 
thing,” Mr. Percy explained, “is 
to find out before you buy dis- 
plays—not by counting the unused 
displays in your warehouse.” 

He suggested that advertisers 
consider the physical characteris- 
tics of the store fixtures, the store 
personnel and the store’s custom- 
ers. 

In one group of stores which 
Bauer & Black sells, for instance, | 
the average counter height is 36 
to 38”. “We are planning to dis- 
play a product bought mostly by 
women. The average height of a 
woman is about 5’4”—her eyes 
are about 5’ from the floor.” Thus 
“the maximum height of the dis- 
play plus the counter should be 
slightly under 5’. This limits the 
height of the selling portion of 
the display to 22” . . . The most 
effective selling space is between 
30 and 60” from the floor.” 


Mr. Percy suggested that in us- 


on a national scale for the 
time 
Garden Patch golden wax | 
are being promoted this m 
The company has in the past con 
centrated on Green Giant | 


supported by trade publicatio: 
The Windsor office of Walsh 
vertising Co. is the agency. 


booklet, “It’s so much easier 
'you know.” The booklet has 
sent to nurses, teachers and 
women leaders and is bein 
fered in the company’s adv 
ing. Batten, Barton, Dursti e ° 
Osborn, New York, is the ag 


sued a new rate card, eff 
Nov. 1. The rate for a black 
white page has been 
from $300 to $350. The rat«: f 
“Bakers’ Helper Catalog & B 
Directory” remain the same 


FOR SUPERS—The Shopping Cart Me. 
chandiser, originated by The Blakslee 
Co., Lansing, Mich., uses a patented pan 
el and eccentric bracket, which is adap} 
able to the various shopping cart de. 
signs in use. Blakslee’s program pro. 
vides for new displays weekly, with jj 
lustrations featuring related food item; 
and menu suggestions. 


ing hard materials, make sure no 
sharp edges will cut or scratch 
in displaying a group of products 
put the featured items on the cus. 
tomer’s right (because most peo- 
ple are right-handed); price mer. 
chandise clearly, and “don’t make 
the display too beautiful to touch. 


s Porter Henry of Horton 4 
Henry, New York sales consult. 
ant firm, cited six major factor 
in preparing manuals for sale 
people: 

“1. Do a little field research s 
you'll know what the selling pro- 
cess really looks like. 

“2. Don’t give a lot of product 
information and neglect to give 
some elementary, ABC sugges- 
tions on how to sell the product 

“3. Put out a bulletin that is 
attractive to look at, that tempts 
people to read it. 

“4. Right at the start, tell Gertie 
the sales girl what’s in it for her 

“5. Make the style light and 
interesting. 

“6. Be realistic. Gertie doesn't 
give a damn about her role as 3 
major link in the chain of dis- 


tribution ...” 


Can Manufacturers Institute 
Issues Canned Food Data 


Can Manufacturers Institute, 


New York, has prepared a new 
booklet, “Canned Foods in the Eco- 
nomic Spotlight,” which contains 
the results of a 12-month study 
conducted by 19 leading American 


universities on the comparative 


cost and availability of 12 of the 
most frequently consumed fruits 
and vegetables. 


Charts in the booklet show sta 


tistical data on the economy of 
these fruits and vegetables in cans 
as compared to the same foods i 
glass, frozen and fresh. This book 
let is a companion to previously 
published material on the nutri 
tive values of canned foods. 


Fine Foods Uses Newspapers 


Fine Foods of Canada, Tecum 
seh, Ont., is using newspaper : pa‘ 
first 
ory 
eans 
mth 


in the company’s his 


‘and 
products. The campaign wi a 
ads 
Ad 


Issues Educational Bookle 


The Meds division of Pei 


Products Corp., Milltown, ! J: 


has published a new educa’ 


‘Bakers’ Helper’ Ups Rates 


Bakers’ Helper, Chicago, h 
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EF ow to Imagine 
3 Osborn's New 


Theme in Book 


BBDO Partner Thinks 
Colleges Fail to Fill 
Critical Business Need 


New Yorx—Alex F. Osborn, the 
last two syllables of Batten, Barton, 
Durstine & Osborn, once told a 
magazine editor that his hobby is 
“imagination.” He has reinforced 


* a hobby with a new book, “Your 
oro yy Creative Power — How to Use 
ith i. Imagination to Brighten Life, to 
item fm Get Ahead,” just published by 
Scribner’s at $3. 

—_— In brisk, chatty style, Mr. Osborn 
re nom unreels his theories about how 
‘atch ideas can be formed, adapted and 
lucts i embellished. But besides being a 
cus- sort of creative primer, it is 
peo-M crammed full of business anecdotes. 


mer- 
make 
uch,’ 


For instance, when Gerald Car- 
son, vice-president and copy su- 
pervisor at Benton & Bowles, is 
hard put for an idea, he keeps 
telling himself that “baby needs 
shoes.” William H. Johns once 
noted, “I never could have made 
the grade except that I tried harder, 
for Resor, McCann and Lasker are 
far brighter men than I.” 

That Ben Duffy, BBDO pres- 
ident, has “anticipative imagina- 
tion” was proved when he met 


mn & 
isult- 
actors 

Sales 


ch so 
} pro- 


oduct 


give Vincent Riggio, with the $12,000,- 
£ges-@ 000 Lucky Strike account in the 
duct balance. Riggio later told his 
iat i friends, according to Osborn, “I 
>mp\i had made a long list of questions 
__.. gto ask Mr. Duffy in our first inter- 
sere view. He had no idea, of course, 
r her. what was on that list. Without any 
ancl priming on my part, he answered 
every one of those questions and 
0€st also others which I should have 
8S 4 thought of asking him. Before the 
| dis nour was over I knew that here 
was a man with his feet on the 

te ground—a man who knew adver- 


tising from the bottom up. So I 
gave him the business.” 


tute, 

new 
» Eco- 
ntains 
study 
srican 
rative 
»f the 
fruits 


s The book’s form is largely anec- 
dotal, with quotations and stories 
to point up the various facets of 
Osborn’s thesis. Osborn feels that 
creative imagination has a two- 
fold function: hunting and chang- 
ing. A combination of these tech- 
niques produces most ideas. 

He also thinks that colleges “al- 
most ignore the subject of imag- 
ination,” and lists this as a critical 
fault of curricula. “Higher educa- 
tion gives us a greater grasp on 
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nutri4@ life, a more orderly way of think- 
ers . 
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1949 Industrial 
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Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 
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ing, a clearer judgment,” he writes, 
but “the degree of one’s creative 
power does not depend upon a 
degree. This point is stressed be- 
cause self-confidence is one of the 
keys to increased creativity.” 
The book is dedicated to Bruce 
Barton, “in appreciation of our 30 
years as partners and friends,” and 
at one time or another most of 
the BBDO galaxy gets into the act. 


Chevrolet Dealers Offer 


Prize for Video Play 

The Chevrolet Dealers Associa- 
tion has announced that it will pre- 
sent a scroll and $250 to the author 
of the outstanding video play in 
its current television series, “Chev- 
rolet on Broadway.” The 30-min- 
ute drama, which is scheduled to 
run into December, is carried 
weekly, through Campbell-Ewald 
Co., over NBC’s East Coast tele- 
vision network with the backing 
cf dealers in those cities. 

A board of radio-television crit- 
ics will select the winner. Entries 
should be mailed to Owen Davis 
Jr., NBC, New York. 


Lasley Takes Over 
‘Enquirer’ Studies 
and Copy Testing 


CINCINNATI—The Cincinnati En- 
quirer announced last week that 
R. A. Lasley, Inc., New York, is 
taking over the readership study 
program and copy testing service 
conducted for the past three years 
by B. H. Grant Research, Inc., 
which is withdrawing from news- 
paper survey work. 

The readership studies are made 
by personal interviews in homes 
and offices on the day of issue, and 
the technique used is similar to 
that employed in the Continuing 
Study of Newspaper Readership. 
The Lasley organization will use 
the same basic methods and will 
continue to make the copy testing 
service available to advertisers, 
through their agencies. Reports on 
‘individual ads are sent to agencies 
| three weeks after they appear. 


The Enquirer pays all costs of 
field work, survey tabulation and 
analysis. It makes a nominal 
charge of $25 per ad rated, for the 
clerical cost of making up the rat- 
ing report. 


ANA-Four A’s Issue Brochure 

“How Can the American People 
Be Given a Better Understanding 
of Our Economic System?”, pre- 
pared by a joint Association of 
National Advertisers and Ameri- 
can Association of Advertising 
Agencies committee, is available 
in brochure form. The information 
was first printed by Time as a 
public service. Three programs of 
economic education are given in 
the brochure. 


CBS Signs KRSC-TV 


KRSC-TYV, due on the air within 
a few weeks, has signed an affilia- 
tion contract with CBS. The sta- 
tion, which brings to 15 the num- 
ber with affiliation contracts or 
working agreements with Colum- 
bia, will be serviced by television 
recordings. 
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CANNOT BE SOLD 
FROM THE OUTSIDE 


THE BAYONNE TIMES has no competition. 
That is why, in this wealthy city, 99.2% of 
ALL RETAIL ADVERTISERS in Bayonne adver- 
tise EXCLUSIVELY in THE BAYONNE TIMES 
. . . Local advertisers who have to get results 
... do... in THE BAYONNE TIMES Alone. 


Send for the TIMES Market Data Book 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
295 Madison Ave., N.Y. + 228 N. LaSalle St., Chicage 


TO SELL YOUR 
PRODUCT TO OVER 1,100,000 EAGLES 


Every medium attempts to give its advertisers some sort of merchandising help. But no 


medium is in a position to do it in the way the Eagle Magazine does. Our new merchan- 


dising pian enlists the help and cooperation of our 1700 subordinate clubhouses and 


their secretaries. This is a proved plan with terrific impact. A plan geared to sell our 


1,100,000 members. It makes no difference if vou se!l beer, bicycles, or bowling alleys; 


the Eagle merchandising plan will get you a large piece of this tremendous market. 
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‘Privilege’ Is Confirmed 

To the Editor: Seems to me that 
the Voice of the Advertiser section 
of ADVERTISING AGE was intended 
to be a privileged section where 
members of our profession can 
take their hair down and gripe to 
their hearts’ content .. . a sort of 
readers’ forum devoted to the in- 
terests of the advertising profes- 
sion, business or whatever one may 
call it. 

The reaction to my letter which 
appeared in the Aug. 2 issue indi- 
cates that others may not think so, 
notably the attorney for the firm 
whose advertisement was repro- 
duced with my letter. , 

Consequently, I would appre- 
ciate it very much if ADVERTISING 
AcE came out and confirmed the 
following: 

a. Voice of the Advertiser is a 
-privileged medium, an open forum 
where advertising men may dis- 
cuss ideas, opinions and viewpoints 
without fear and hesitation. 

b. It is not intended to do a sell- 
ing or un-selling job for anyone. 

c. Malice or unfair tactics are 
not the motivation behind a read- 
er’s letter. 

The fact that ADVERTISING AGE 
gave equal or greater space to let- 
ters from Darwin H. Clark Co., 
and C. W. Sirch in reply to my 
letter is ample proof the Voice of 
the Advertiser is indeed a readers’ 


This department is a reader’s forum, Letters are welcome. 


forum. 

If I’m wrong, set me right and 
the many thousands of others who 
look to ADVERTISING AGE for assist- 
ance, refreshment of ideas and 
news of what’s going on in our 
business. 

M. M. Youns, 

M. M. Young Advertising, Los 

Angeles. 


Editor’s Note: The Voice of the 
Advertiser is a readers’ forum, and 
as such attempts to present all 
viewpoints. Nothing is “sacred” to 
it; it does not express the editors’. 
ideas, but the readers’. Thus it 
should be “privileged” in the sense 
that intra-family discussions are 
privileged, but no published com- 
munication going to more than 
20,000 individuals can be “privi- 
leged” in a legal sense. 

zs = @ 
Lett Leg Tired? Auto Ads 
May Come to Rescue 

To the Editor: In your last issue 
the Creative Man gave a very in- 
teresting analysis of a recent auto- 
mobile ad which merely recited 
repeatedly that a certain car had 
always been a fine car and was 
again being made finer as it had 
always been made finer each year. 

Equally disappointing to the 
reader are two other types of auto- 
mobile ads currently appearing. 

One advertises “tradition.” It 
repeats over and over that the car 
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Look to Louisville... 


The Reynolds Metals Com- 
pany of Louisville is the world's 
largest manufacturer of alu- 
minum building products. 
Reynolds employs over 3,200 
in their ten Louisville plants. 
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COMPLETE 
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of a rich metropolitan city area 
of over 500,000 population 
for as little as 


55C PER LINE Daily 


AND 
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is being built according to an old 
established tradition of the maker. 
Apparently the copywriter over- 
looks the fact that this particular 
tradition includes some unfavor- 
able thoughts in the public mind, 
one of which was a rather pro- 
nounced thirst for gasoline. And 
gasoline costs even more today. 

The other type of ad concen- 
trates on improved transmissions, 
mostly designed to eliminate gear 
shifting and the use of the left 
pedal. If its claims are true, the 
drivers of such cars may reason- 
ably expect the left leg, like any 
other habitually unused part of 
the body, to shrink and lose its 
strength so that eventually they 
will be walking like a dog with an 
injured fore-leg. Why do these 
copywriters assume that the pub- 
lic is anxiously awaiting an oppor- 
tunity to rest the left leg? Its sole 
driving function is to operate the 
clutch pedal and only a few years 
ago the copywriters were telling us 
in boldface type that the clutch 
required merely the lightest pres- 
sure. Remember the ads showing 
the left door open and a beautiful 
girl pressing the pedal with a 
dainty foot? — 

One naturally wonders why the 
brake pedal is not moved over 
where it can be operated by the 
now-useless left foot, but the auto- 
mobile people say that this would 
be too dangerous a change, as all 
drivers have become so accus- 
tomed to braking with the right 
foot. 

These monotonous ads may serve 


some useful purpose after all 
| if they lead manufacturers of 
| clutches to see the handwriting 
on the wall in time to start retool- 
|ing their factories so as to turn 
|}out supports or crutches for the 
left leg to enable the drivers of 
these automatic transmissions to 
walk normally when they alight 
from their cars. 


| 


W. H. RILeEy, 
American Surety Co., New 
York. 
= 8 


Suggests Turnabout 
for Allen and Giveaways 

To the Editor: Fred Allen’s 
lament against “Stop the Music’”’ 
sounds like almost any politician’s 
plea to get votes. Those who be- 
long to the other party are all 
morons, but he hopes they will vote 
for him. 

If one must have an intelligence 
quotient of 39 to enjoy “Stop the 
Music,” one needs an intelligence 


A 


. Do Readership Studies really 


ferent study to prove its clai 
. How can such claims be chec 


These questions and many others 


Non-competitive . . . no public 


study methods and techniques. 
photostatic evidence. 


tising agencies . . . without char 
real contribution to clear thinking 


You're welcome. 


Are you puzzled by such questions as... 


. How can two, or three, magazines in the same field 
all claim ‘‘top readership'’? . 


. Are Readership Studies dependable guides in select- 
ing industrial advertising media? 
report, ‘We made a reader survey"’. 

You may disagree violently . . . but you won't stop reading 


. .. for here is an entirely new slant on the whole question 
. .. one that will surprise, perhaps amaze, you. 


This is a purely factual report on ‘‘orthodox' 
58 pages of facts, figures, principles . . 


Just made available to industrial advertisers and adver- 


Just ask for ‘‘my copy of ‘We made a reader survey. . . 


quotient of only 38 to listen to 
Fred. If ability to remember use- 
less information indicates even 
meager intelligence, then listeners 
to “Stop the Music” can at least 
rate as morons. On the other hand, 
you don’t even have to be a moron 
to listen to Fred. You'll be told 
when to laugh. 

And speaking of giveaways, 
since Fred guarantees his listeners 
against losing out on “Stop the 
Music’s” giveaway, why doesn’t 
“Stop the Music” guarantee its 
listeners against missing any jokes 
told on Fred’s program? They’d 
never have to pay off on that 
guarantee. 

I listen to giveaway programs 
for the same reason that I listen 
to comedians. What is it that makes 
millions of people laugh over and 
over again at the same old chest- 
nuts? It isn’t sense of humor, it’s 
just short memories. And that’s a 
good point to remember in writing 
advertising. 

MARK TABER, 
Chicago. 
2 8 s 


More Readers Express 
Opinions on AA‘s New Look 

To the Editor: Ever since Ap- 
VERTISING AGE made the change in 
its typographic makeup, I have 
been meaning to write and beg 
you to go back to your former 
type style. In my opinion, the type 
face which you are now using for 
your captions isn’t nearly as leg- 
ible as it was before, and I think 
that your pages now lack the im- 
pact and spark which character- 
ized them previously. 

Maybe in time I will get ac- 
customed to the new setup, but 
frankly I liked the old appearance 
of ADVERTISING AGE much better. 

: Nat C. WILDMAN, 
Vice-President, The Joseph 
Katz Co., New York. 

s 

To the Editor: Congratulations 
on your attractive new masthead! 
I’ve been away on vacation for 
three weeks and haven’t yet 
caught up with what is going on, 
but I did spot this immediately. 

EMMA BROHR, 
Westheimer & Co., St. Louis. 
a 

To the Editor: The new look 
looks swell. I like it. 

FRANCIS X. ZUZULO, 

Assistant Director of Press, 

Mutual Broadcasting System, 

New York. 

e 

To the Editor: Somebody has 
been tinkering with the format of 
my favorite trade paper. The 
squib-heads are terrible—my eye 
sight isn’t quite as good as it used 
to be; therefore, it takes me twice 
as long to read your interesting 
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PUTMAN PUBLISHING COMPA 'Y 
733 North Michigan Ave., Chicago 11 
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Admen’'s Voices 
Grow in Volume 

People keep writing us in- 
teresting letters—in such 
volume that for the past few 
weeks we haven’t been able 
to publish them all. So this 
week we're giving Voice 
twice its normal space bud- 
get, because the Voice of the 
Advertiser must be heard. 

Keep them coming, but 
please, hold their length 
down to a maximum of 300 
words. 


d4dvertising Age, November 1, 19. 3 


publication as it used to. 

I believe in new fangled mode: n 
ideas, but heaven forbid maki).g 
changes to the detriment of rea:- 
ing ability. 

C. C. GoopricH, 


Vice-President, Indianapolis 
Engraving Co., Indianapolis. 
* 


To the Editor: I think the new 
printer has done a wonderful job 
The type faces and layouts used 
are very pleasing. 

HERBERT G. DRAKE, 
Vice-President and Promotion 
Director, Macfadden Publica- 
tions, New York. 

* 

To the Editor: New get-up— 
sharp! Reads faster, handles 
slicker. Didn’t draw my tri-focals 
oncet. 

Talking about sharp—the razor 
job Ad-libbing (long may he lib) 
did on prattling, dopey adialogue 
of the “ ‘Behold! I beamed” 
school was bléody but tasty. 

LEM, 

Lems Labs, Inc., Philadelphia. 

- 

To the Editor: The current is- 
sue of ADPVERTISING AGE was a 
shocker to me last night as I went 
through it at home. It certainly 
demonstrated to me how readable 
the previous type style was. | 
got to wondering if my eyes were 
going bad but then I read you had 
changed the type style in certain 
particulars. 

I thought it only the friendly 
thing to do to let you know how 
very much I dislike the change 
Some of the things I have noted 
are that the captions under Photo 
Review seem to be a good deal 
smaller than they were before 
The headings for small items scat- 
tered throughout the issue are 
certainly much harder to read. ! 
used to enjoy the Getting Personal 
column because at a glance you 
could catch names of acquaint- 
ances. (In the new type style you 
have to read the whole column 
and frankly, I won’t do it.) 

Now you can file this letter in 


in industrial advertising .. .” 
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a older marked “Those who don't 
|i} - the change.” Maybe you won't 
he @ many such letters as this one 
— ut it is only fair to let you 
kr »w how one of your old readers 
fe: |s. 
CHARLES A. REINCKE, 
teincke, Meyer & Finn, Chi- 
ago. 


Mkeup Man Helps Out 

‘o the Editor: How’s this for 
m: keup—from the Chicago Trib- 
un! 
Those who have ears to hear, 
let them hear!” 

Davin HOGMER, 
Duane Jones Co., New York. 


Copitalizes Believability 
As Must for Ad Copy 


To the Editor: From a man who 
does not smoke, this letter may 
seem presumptuous. But I can’t 
help okaying out loud the remarks 
of The Creative Man in his cor- 
ner, issue of Oct. 4. 

Were I facéd with the problem 
of purchasing a package of cigar- 
ets, for personal consumption, I 
frankly would not know where I 
was “at” or what brand to. ask 
for. 

If we are to believe what we 
read and hear, every brand is 
superior to every other brand. The 
test-tube illustrations in the ad- 
vertising of a newcomer, Embassy 
cigarets, for instance, are Greek to 
me because I never did have 
brains enough to figure out such 
things. And I must agree with the 
Creative Man when he says that 
the headline reproduced in his ar- 
ticle—“Its cleaner, cooler smoke 
means a cleaner, cooler throat’’— 
seemed about 72 claims behind 
the times. 

Advertising, in my humble opin- 
ion, is going through a stratum of 
blatancy. Were I—good Lord, for- 
bid!— commissioned to prepare the 
newspaper, magazine and radio 
heralding for a new cigaret, I 
think I should tackle the job from 
one paramount point of effort: to 
make my advertising believable. 
Oh, let’s make that word louder; 
let’s capitalize it—BELIEVABILITY! 
It is the one thing which adver- 
tising—and not only cigaret adver- 
tising, either—so sorely needs in 
this era of extravagant written 
and spoken balderdash. 

I do not believe that the average 
reader of advertising is a moron. 
I do not believe that he relishes 
being confused by high-sounding 
slogans and silly-sounding singing 
commercials. I do believe that he 
will réspond to advertising that 
sounds sincere, is sincere. I do be- 
lieve that he wants and will wel- 
come that kind of advertising. He 
is trying very hard to find some- 
thing that he can believe. Above 
every other consideration, let’s 
remember that when we write ad- 
vertising copy. 

JEROME P. FLEISHMAN, 
iditor, The Fleishman Busi- 
ress Publications, Baltimore. 


Dis agrees with Comments 
on Media Promotion 

‘o the Editor: Usually I read 
yo.r “Creative Man’s Corner” for 
shi wd observations. Occasionally 
Ir ad it for laughs. 

1. the current issue, inasmuch as 
My Own magazine is not men- 
uo: ed, I believe I can tell the Cre- 
ati e Man to put on his dunce cap 
anc go stand in the corner. 

| there is any industry in Amer- 
‘a which provides more accurate 
ma <et research and results stories 
for heir customers than the maga- 
“in industry does I have yet to 
see t. Off hand I can name several 
of our major industries — food, 
dru s, steel, apparel, motion pic- 
‘ur s—none of which give their 
bot: tial customers the profitable 
'es\ ‘ts stories that the magazine 
bul ishing industry constantly 


poaseeans 4 
Write for (ree booklet entitled “He Who Hath § 
Ears Let Him Hear * The intimate personal 
experience of a hard-of-hearing business man. 
Booklet will be mailed in plain wrapper. ‘ 


AUREX CHICAGO CO. 
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HAVE YOU HEARD 


~ FLO HENRIE? 
CLUB ALABAM 


747 RUSH STREET 


HEAR, HEAR!—The hard of hearing will have no excuse for missing the Club Alabam 
singer, if the Chicago Tribune makeup man can help it. 


makes available. In those indus- 
tries you either buy their product 
on its genuine and advertised mer- 
its or you leave it alone. I can not 
imagine the food manufacturers 
providing anything like Messrs. 
Roper, Crossley or Starch provide 
to prove to grocers that any of 
their products or lines can sell as 
well as we in the magazine busi- 
ness do. 

Not to be redundant, but cer- 
tainly the C.M. understands that 
magazine publishers—and indeed 
the management of all media—are 
working constantly with the keen- 
est minds in the advertising and 


selling field. Those boys demand 
the facts and will stand for very 
little nonsense. The advertiser of 
& given product may beat the pub- 
lic over the head until the brand 
name is worn into their conscious- 
ness but not so with magazine 
selling, either circulation or ad- 
vertising. 

Let the Creative Man visit any 
of the publishers or promotion 
managers of any of the magazines 
he names and he will get more 
solid selling facts out of them in 
ten minutes than he will out of 
their counterparts in any other 
industry, bar none. Results are 


traceable, and I pity the magazine 
which can not blueprint them at 
any time on any aspect of its sell- 
ing. 
WEsLEY BAILEy, 
Promotion Manager, Good 
Housekeeping, New York. 


Thinks Video's ‘Terrific,’ 
Even At Present Stage 

To the Editor (for the Teleradio 
man): Sure. . . television is in its 
swaddling clothes, but really, when 
you think of what you’re getting, 


today, at this early date, it’s great! 


If you’re going to run a column 
in AA, please do not be guilty of 
that great American pastime of 
debunking. The minute they give 


a guy a few inches of space to fill, 
he starts telling how terrible ev- 
erything is. Why don’t you offer 
some constructive suggestions? Do 
you have any? If you do, give—and 
in print. Anybody can say things 
are lousy—even like me writing 
this letter to you. 

Well, what brought this on is 
your column of Sept. 27, about 
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How to get better results 


from YOUR campaign! 


If you’re planning your advertising campaign now to get more busi- 
ness in 1949...the ‘yellow pages’ (classified section) of the telephone 
directory can help make that program successful. 


You simply arrange to place your trade-mark or brand name over 
a list of your local outlets...in directories wherever you have distri- 
bution, Then, prospects who read your advertising and want to see 
or buy your products are directed right to your authorized dealers. 


It’s a long-established dealer identification plan called Trade 
Mark Service that has effectively served hundreds of the nation’s 
leading advertisers. It makes your advertising work better for you 
and your dealers... helps prevent loss of sales through substitution. 


For further information, call your local telephone business office or see 
the latest issue of Standard Rate & Data. 
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WABD’s newscast. Apparently you 
see the same shows I do. However, 
maybe you lack a little curiosity, 
or are just too lazy to twist the dial. 
If it’s newscasts you’re talking 
about, why don’t you tune into 
Camel’s Movietone newsreel— 
every weekday evening, WNBT, 
7:50 to 8 o’clock. Also, at 7:30 
WCBS does not do a bad job, with 
Doug Edwards, guests and news- 
reel shots. 

If you don’t like television, 
would you be willing to get back 
your few hundred bucks and turn 


MAGIC WORDS 
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words t 
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ee maximum orders for meri- 
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sdvertising agency with a 
mall order specialists. Betabii: 
ARTWIL COMPANY, Adve 
26-8 West 48th St.. New York 19, New York 
Plaza 7.1355 


the set in—or are you going to sit in 
front of it and gripe? Even at this 
stage of the game, with many ob- 
vious weak spots, I still say “It’s 
terrific!” Come on, now. You 
really think so, too. Maybe you’ll 
even become a Howdy Doody boy 
one of these days. 

Please don’t—because you have 
a dictionary, typewriter and a few 
inches to fill—tear stuff down. 
Let’s have real ideas, if you have 
any to contribute. 

See you while watching the Am- 
ateur Hour. 

JoHN SCHERM, 
Upper Montclair, N. J. 


Minneapolis Underwear 
Makers’ Champion Speaks 

To the Editor: Supplementing 
our telephone conversation of this 
morning, we are enclosing a state- 
ment to Dave Silverman, man- 
aging editor of the Minneapolis 
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NEARLY TWO MILLION 
RADIO FAMILIES CAN BE 
REACHED WITH WWVA 


One station, one cost, one billing puts nearly two 


FOR TIME BUYERS ABOUT 
_ A GREAT MARKET AREA 


million radio families within reach of your advertis- 
ing message when you use WWVA. These are im- 
portant families in the important steel-and-coal belt 


of Western Pennsylvania, 


Eastern Ohio, West Vir- 


ginia and Virginia—who spend more than Four and 
One-Half Billion Retail Dollars annually whose earn- 
ings are at an all-time high. 


Contact Your Nearest 
EDWARD PETRY Man Today! 
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WEST VA. 
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COMMUNITY AD—Sidney Silverstein of the Times, Hillside, N. J., wrote this inspira- 
tional messege, “Your Human Power,” which ran in the Times and was paid for 


citizens. 


Star, which we believe is self- 
explanatory. 

In fairness to the underwear 
manufacturers who are members 
of the Minnesota Apparel indus- 
tries and this fast-growing market, 
we would appreciate some pub- 
licity to our statements. 

Dear Dave: Supplementing our 
telephone conversation of this 
morning regarding the article in 
Cedric Adams’ column last eve- 
ning, I have checked with the 
ADVERTISING AGE editor, S. R. Bern- 
stein, and he is unable to give me 
the source of his information. 
Through our local manufacturers 
and through our office, we have 
checked the statement which ap- 
peared in Cedric Adams’ column 
and find it wholly unreliable. 

We challenge specifically that 
any other city in the nation pro- 
duces as much branded knitted 
lingerie as we do in Minneapolis. 
We further challenge any city to 
disprove this statement. The arti- 
cle mentions Atlanta, Ga. We have 
checked with Atlanta and find that 
there are no underwear factories in 
the city, and if there are, they are 
very small and of no significance. 

In fairness to five producers of 
quality underwear in Minneapolis, 
we would appreciate some pub- 
licity to our statement challenging 
the correctness of Cedric’s last 
evening article. For your informa- 
tion, the five underwear producers 
are Munsingwear, Inc., Strutwear, 
Inc., Kickernick, Inc., Minneapolis 
Knitting Works, and Western Un- 
derwear, whose combined sales 
volume in 1947 was approximately 
$35,000,000, and it is expected that 
figure will be exceeded in 1948. 

T. G. Cook, 

Managing Director, Minnesota 

Apparel Industries, Minne- 

apolis. 


Mr. Cook refers to a story in the 
Sept. 27 issue of AA, which was 
commented upon in Cedric Adams’ 
column in Minneapolis. The ma- 
terial came from thoroughly re- 
liable sources which cannot be 
disclosed. Even so, a comparison 
of Minneapolis with the “South” 
doesn’t seem to reflect on that city’s 
glory. 

= 8s 8 
Cites Product Research 
in ‘Human Power’ Message 

To the Editor: In the Creative 
Man’s dissection of the Stuffed 
Shirt ad in your Oct. 11 issue, I 


agree that presentation of a strik- 


ing picture and a couple of para- 
graphs of abstract statements is 
not a presentation of the product 
itself. 

Enclosed you will find a special 
page I wrote and ran in our com- 
munity newspaper on May 6, 
which I feel hits a little closer to 
the mark your analysis calls for. 
In fact this composite of religion, 
philosophy and psychology was 
prepared as the result of an edi- 
torial in ADVERTISING AGE some 
time ago. 

Scores of readers came into the 
office to comment on the sincerity 
and inspirational content of the 
page, others got extra copies to 
send to friends. The response was 
quite gratifying. It was especially 
pleasing to have hard-boiled engi- 
neers, bankers and business men 
pay for sponsoring the page, be- 
cause they felt there was a need 
for dissemination of material of 
this kind. 

I would appreciate your opinion 
as to whether there is enough 
“product research” material in this 
page. It took only four or five 
years to work out the idea through 
personal reflection and application. 

SIDNEY SILVERSTEIN, 

Hillside Times, Hillside, N. J. 

= 8 8 
Draws Pastor's Comment 

To the Editor: I read ApvEerTIs- 
ING AGE pretty thoroughly. The 
Creative Man’s Corner is a must 
with me. 

Up to now, I have been in gen- 
eral agreement with what he has 
said. But that piece in the issue of 
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Oct. 11 did not set well with ne 
And not because I feel called wu 
to take a stand in behalf of th 
church—any church. That is, no 
unless it is, in my opinion, sub. 
jected to unfair criticism, ani | 
think that in this instance, th 
Creative Man was far from fai-. 

I took the liberty of forwarc ing 
the “Stuffed Shirt” commentar» 
my minister for whom I have the 
highest regard and deepest resp ect 
I sent along a note criticising the 
criticism. 

Today, I received from him the 
enclosed letter which I think the 
Creative Man should read an 
which all of your readers shoul 
have an opportunity of reading 

I think it is a fair and logica) 
reply. Don’t you? 

R. L. ZALK 

Vice-President and Advertis- 

ing Director, The Wolfe Wear- 

u-well Corp., Columbus, O. 


Dear Louis: Thank you very 
much for your kind memorandur 
and the enclosure, which I have 
read with a great deal of interest 
I quite agree with you that the 
criticism of the church in this arti- 
cle is not well taken. Like ever 
other man-made institution, the 
church is imperfect. Sometimes jt 
succeeds, sometimes it fails. In the 
latter instances, its lack of succes 
is the more conspicuous because it; 
goals are so high. But by ani 
large, I think organized religion 
is doing a creditable piece of work 

The church is in a position sim- 
ilar to that of other social organ- 
izations that go to make life worth 
living. Their successes are taken 
for granted, but their errors ani 
failures stick out like sore thumbs 
Or, to change the analogy, when 
a machine runs smoothly, we never 
stop to think of the genius that 
has made the mechanism what it 
is. However, when one little par 
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come back for more. 
Guess they like us! 
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We do the complete job of: 

© Daily List Maintenance! © Regular Renewal Follow-up! 

© Subscription Sales Promo- « Addressing and Complete 
tion! Fulfillment Service! 

© ABC Statements. Micro-rec- © Nation-wide Newsstand Dis- 
ords and Correspondence! tribution! 


Want more information? Write or call: 


PUBLISHERS: 
Phont 


Wise 9-3773 


COMPLETE CIRCULATION MANAGEMENT FOR BUSINESS PUBLICATIONS 


CIRCULATION 
DEPARTMENT 


top fretting about snarled up circu 
ation problems. Do as many othe 
publishers of paid and controlled pub- 
lications have done. . . turn your 
complete circulation problem over t« 
us...and watch the immediat« 
improvement. 


538 South Clark Street, Chicago 5, Illinois 
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dertising Age, November 1, 1948 


so 3 wrong, it proceeds to make a 
n cking noise that prejudices us 
ag inst the whole thing. This, I 
he! eve, is the basic fallacy in the 
art cle, and in your comment, you 
pu your finger right on it. 

‘‘*hanking you for your kindness 
in sending it to me, I am 

Very sincerely yours, 
JEROME D. FoLKMAN, 
Rabbi, Temple Israel. 
= ss @ 

Dr. scriptive Labeling 

vo the Editor: Re: the Creative 
Man’s philosophical study of Oct. 
11—like many good products, the 
church proves ineffective only 
when the user fails to follow di- 
rections printed plainly on the 
package. 


W. V. Linn, 
Thermoid Co., Trenton, N. J. 
= = 8 


Says King Was Sooooo Right 

To the Editor: Here is a copy of 
a letter I have just sent to Roy 
Bradt of the retail division, Bureau 
of Advertising, San Francisco: 

Dear Roy: It isn’t the concern of 
your division, I know, but please 
be a good guy and pass along to 
the 59th-vice-president-in-charge- 
of-recognition the enclosed letter 
from ADVERTISING AGE, Sept. 27. 

This boy, Jim King—whoever he 
may be—is sooooo right! Like 
Malloy-Fischer, we are anything 
but heavily financed; yet, in almost 
two years of operation, no pub- 
lisher has ever lost a thin dime on 
any space we have placed. 

Luckier than Malloy-Fischer, we 
at least have CNPA recognition. 
We also have recognition from 
Hearst Publications, and have 
never had a turn-down from any 
of the national magazines and 
farm journals in which we have 
placed space. 

The New York Mirror, on the 
other hand, sends us Form Letter 
No. Q259, telling us that no adver- 
tisement will be accepted without 
“cash with order” from any agency 
not having ANPA or NYNPA rec- 
ognition—even though our inser- 
tion order for the paltry little 
one-inch advertisement stated the 
recognition that we DO have. And, 
of course, the “cash with order” 
excluded the agency commission. 

I doubt that very many small 
agencies can hurdle the $5,000 cap- 
ital required by ANPA, regardless 
of how snow-white their credit 
reputations may be. Why couldn’t 
something be worked out in the 
way of limited recognition, as Mr. 
King suggests? 

BENET HANAU, 

Benet Hanau & Associates, San 

Jose, Cal. 

= = 8 
Stumbling Blocks Are Vivid 

To the Editor: The sentiment 
contained in your Sept. 27 Voice 
of the Advertiser by Jim King 
of Malloy-Fischer Advertising of 
Monroeton, Pa. is undoubtedly 
Shared by many, many small 
agencies, 

Some of the stumbling blocks 
pliced in an agency’s path of prog- 
ress mentioned by Mr. King are 
likewise vivid in our memory. 

*ublishers, by their own state- 
ment, have created their associa- 
tions as means of protecting them- 
se ves against credit risks. A glar- 
in. fallacy, however, is, as Mr. 
Ki ig mentioned, that they delib- 
‘ely deprive small agencies of 
th wherewithal to grow . . . their 
icipal means of livelihood, the 
15 commission on space even 
th ugh eash accompanies the order. 
he unfairness of depriving any 
icy of its commission when 

accompanies the order and 
ho risk is involved goes without 


jr XMAS... give a TRUA 


T\ + new scientific single shaft Golf Club, 

'r -rchangeable head, matched and bal- 

an. ed, uality throughout, ideal for 

rite 

H°NRY A. HUTCHINS CO. 
1220 N. Forgeus, Tucson, Arizona 


saying. Certainly any agency that 
meets its obligations is entitled to 
its bread and butter. It might also 
be enlightening to know what be- 
comes of these undistributed com- 
missions. 

Isn’t there something that Ap- 
VERTISING AGE as the key medium 
in the agency field can do to un- 
veil this mystery and correct the 
problem? 

Epwarp J. Lusa, 

President, Becker & Lush, Inc., 

New Haven, Conn. 

= = s@ 
Old Timer Says Camel Copy 
Adds Fuel to Critics’ Fire 

To the Editor: Every little while 
the editor of a trade paper strikes 
a note that appeals to me 100%. 
I agree definitely with your edi- 
torial in this week’s ADVERTISING 
Ace entitled “Sooner or Later, 
Thin Ice Cracks’’. I, too, have read 
the Camel advertisement to which 
you refer, and I read it very care- 
fully. To one who does read it 
with care the points you make are 
perfectly obvious, and even to the 
careless reader, it certainly will 


become obvious if he should ever 
get around to actually getting his 
money back on their money-back 
guarantee. 

To my mind there is hardly any 
statement in the Camel ad that 
makes sense. For example, their 
statement that physicians exam- 
ining the throat of Camel smokers 
were unable to find a single in- 
stance of throat irritation due to 
Camels. It sounds amateurish to 
me. There is, as you probably will 
agree, a growing body of quite im- 
portant people in this country who 
criticize advertising. This Camel 
ad adds fuel to their fire, and I am 
very much pleased that you have 
aired it in your editorial column. 

As an old timer who has been 
closely associated with advertising 
for over 40 years, I am heartily in 
sympathy with your efforts to dis- 
credit misleading and deceptive 
advertising. 

This is a letter of appreciation 
of your handling of this matter. 

ARCHIBALD S. BENNETT, 

A. S. Bennett Associates, Inc., 

New York. 
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Stangl Pushes New Pattern newspaper circulations, coverage, 
Stangl Potteries, Trenton, N. J,,| reader expenditures, duplication 
through John Falkner Arndt & Co.,| 2nd advertising cost-per-reader is 
Philadelphia, used a two-page, | included. 
four-color ad in the November is-| 
sue of House & Garden to promote 
a new pattern called Prelude. Pre- 
lude dealers have received an ad- 
vertising and selling kit, which 
contains radio commercials, news- 
paper mats and other merchandis- 
ing aids. 


I specialize in writing effec- 
tive advertising copy. My 
famous research library is a 
treasure-house of new ideas 
for adding human interest to 
your product or your service. 


6 


Issues Washington Data 

The Washington Times-Herald 
has issued the third edition of 
“Main Street, U.S.A.,” data book 
about Washington, D. C. The illus- 
trated book shows the growth in 
population, housing, employment, 
income and retail sales as well 
as comparisons with other major 
cities. In addition, an analysis of , 


Alexander 
McQueen 


5222 N. LAKEWOOD 
CHICAGO 40 


. Oo Py 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


A Million Is A Lot 


Of Anything 


’ 


. especially when each reader is a potential 
customer for your product . . . be it shoes or sail- 
boats. Overseas veterans who read Foreign Service, 
number well over one million. They and their 


families represent a cross-section of American con- 


sumers, buying every kind of merchandise . . . your 


merchandise. Yes, these readers spend billions every 


year buying all types of necessities and luxuries. 


These readers are the men who fought overseas in 


the last two wars while their wives and wives-to-be 


waited here at home for their return. Foreign 


Service is their publication . . . they own it! It is 
delivered to their homes monthly . . . a continual 


reminder of the most dramatic years of their lives. 


It’s the only magazine that carries the kind of stories 


they like to read in every issue! The readers them- 


selves dictate the policies of the publication at their 


annual conventions as members of the Veterans 


of Foreign Wars. 


If you'd like further information, 
including a digest of the Starch 
Survey, please write. 


REPRESENTATIVES: 


According to a recent Starch Survey, Foreign 
Service also has a high degree of woman readership 
... further substantiated by record sales of dresses 
and patterns by mail. This woman market expands 
Foreign Service readership in a way that deserves 
priority on your 1949 media list. That’s why 
Foreign Service gives you access to a typical con- 
sumer market. 


Rate Insurance for 1949 


Foreign Service is giving current advertisers a 
circulation bonus of 175,000 copies. During 1949, 
this bonus bargain will go as high as 250,000— 
and maybe higher. Space contracts signed in 
1948 will give advertisers the benefit of the pres- 
ent low $5.50 per line rate during the entire year 
of 1949. Circulation guarantee, 1,000,000. 


Founded 
in 1913 


Official Monthly Publication of the Veterans of Foreign Wars of the U. S. 
MEMBER AUDIT BUREAU OF CIRCULATIONS 
Broadway at 34th, Kansas City 2, Missouri 


Dan B. Jesse, Jr., and Associates, 10 East 43rd St., New York 17,N. Y. @ Hil F. Best, 131 Lafayette St., Detroit 26, Mich. 
Renick Averill, 427 West Fifth St., Los Angeles 13, Calif. @ Raymond J. Ryan, 203 North Wabash Ave., Chicago 1, II. 
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ABC Invades ‘Big Time’ | 
in Ratingsand Video 


And Ed Noble Notes 
its Fifth Birthday 
with Bigger Plans 


By Lawrence M. HUGHES 


New York—‘“Radio is not per- 
fect. I don’t expect to live to see 
the time when it is. But we'll 
keep on trying.” 

On Oct. 14 Edward John Noble 
observed the fifth anniversary of 
his acquisition, for $8,000,000, of 
the former Blue network of Na- 
tional Broadcasting Co. which be- 
came American Broadcasting Co. 
and which he continues to super- 
vise actively as board chairman. 

The price was stiff. ABC’s un- 
audited balance sheet of Sept. 30, 
1943, showed total assets of about 
$4,440,000. And the prospects of 
this stepchild of RCA and NBC 
were not altogether bright. 


@ But Ed Noble had gambled in a 
large way before to amass a for- 
tune well up into eight figures. 
His previous radio experience had 
been limited to three years as 
owner of WMCA,.New York. He 
had ideas about what ABC could 
do. 

He even had ideals. 

“I'd hoped,” he said, “to make 
ABC the New York Times of the 
networks. We spend $3,000,000 to 
$3,500,000 annually on sustaining 
and documentary shows which I 
believe are the best that radio 
offers. But I soon discovered that 
—if we intended to remain in this 
business—we had to get shows that 
a great many million people want 
to hear.” 

The meteoric rise of giveaways, 
and specifically ABC’s “Stop the 
Music,” a one-hour Sunday night 
show which, temporarily at least, 
also has “stopped” NBC’s Edgar 
Bergen and Fred Allen, fills Mr. 
Noble with mixed emotions. 

He is pleased with the show’s 
ratings. (On October 3, “Stop the 
Music” received a 14.6 Hooper 
for the full hour. For the first 
30 minutes it was rated 13.1, with 
the rating climbing sharply to a 
16.1 for the final half hour. Against 
this Bergen received a 14.9 rating 
and Allen a 12.2 rating for his 
initial show this season.) - 


a But Mr. Noble emphasizes that 
there’s a lot more on the ABC 
counters than loot for listeners. 
Its current offerings range from 
such comedians as Milton Berle 
and Groucho Marx and _ such 
commentators as Walter Winchell 
and Drew Pearson to Bing Crosby, 
“Theater Guild,” “Town Meeting” 
and “The Greatest Story Ever 
Told.” 

“Our over-all structure raises 
the intelligence of people,” Mr. 
Noble continued. “I think we’re 
leading them up.” 

In its relatively brief career as 
an independent network, ABC— 
partly from necessity—has pio- 
neered in a lot of developments. To 
get Bing Crosby, in 1946, it be- 
came the first to broadcast a full 
network show from _ recordings. 
Then it met the daylight saving 
problem by putting its programs 
on tape. This summer and fall it is 
pioneering with the opening of its 
own television stations in five 
major markets from coast to coast 
—New York, Chicago, Detroit, Los 
Angeles and San Francisco—and 
by launching an eastern as well as 
the first midwestern television 
network. 


s ABC is quick to point out that 
its midwestern video network 
started on Sept. 20 one hour before 
NBC’s got going there. NBC put 
on a special three-hour opening 


show and forthwith closed down 
its network to resume operations | 
later. The ABC network, complete 
with sponsors, continued from the 
start. 

Later than NBC or CBS to get 
into television (but not so late as | 
Mutual), ABC now has 14 video 
affiliates, from Boston to St. 
Petersburg-Tampa and Fort Worth, 
not counting its own five stations. 

Television takes, among other 
things, a lot of money. Behind big 
NBC are the vast resources of RCA 
(and behind RCA, originally, were 
the vaster resources and brains of 
the Bell System, General] Electric 
and Westinghouse). CBS had been 
a strong and aggressive contender 
for radio network volume and 
profits for 15 years before ABC 
stepped out on its own. And 
although Mutual has trailed in bill-. 
ings, behind it were the resources 
of such organizations as R. H. 
Macy & Co. and the Chicago 
Tribune. ; 


s Ed Noble was a lone wolf. Or 
maybe sheep. For all practical 
purposes he owned and ran the 
ABC show alone. Time, Inc., early 
bought a minority interest, then 
sold out. Chester J. LaRoche, ex- 
Young & Rubicam, got in and got 
out. 

But Noble had some radio- 
experienced helpers, and he found 


: 


ABC BRASS—Top executives of American Broadcasting Co. meet 
with network president Mark Woods in the ABC board room in 
New York’s Radio City. Present were 15 of ABC’s 16 vice- 
presidents. Seated, left to right, are: Robert H. Hinckley; Charles 
C. Barry; Mr. Woods; executive vice-president Robert E. Kintner; 


C. Nicholas Priaulx, Joseph A. McDonald and Thomas Velottc, 
Standing, left to right: Murray Grabhorn, Don Searle; © ay) 
Whiteman, Ivor Kenway; Earl Anderson; Charles E. Rynd, Rover 
Saudek; Mark Marx and Fred Thrower. John H. Norton Jr, 
ABC vice-president in charge of the central division, is not shown, 


Earl A. Anderson moved over 
with Noble from WMCA, and 
Robert H. Hinckley, Washington 
vice-president and ABC’s second 
largest stockholder, had served in 
the: Department of Comnierce 
when Ed Nobie was Under Secre- 
tary there. 

All of the seven directors of 
the company except one, Franklin 
S. Wood, also are officers, ABC 
pointed out at the time of its pub- 
lic stock offering, last May. An 
important recent addition to the 
directorate is Owen D. Young, 
honorary chairman of the board of 
G-E, who helped to guide both 
RCA and NBC through their early 
stages. Noble regards Young as 
“the father of radio.” 

But with all such aid and guid- 


others who, without that experi- 
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DOTTED LINE—Ed Noble, (right), appears with a couple of representatives of a 
favorite ABC client. Philco Corp., sponsoring Bing Crosby, gave ABC an introduction 


to, top-rated talent. Seated is James H. C 


ence, had other things to con- 
tribute. 

Mark Woods, who has been in 
network radio for 22 years, and 
formerly was an officer of NBC, 
has been ABC’s president through- 
out these five years. In Noble’s 
view, Woods earns his $85,000 a 
year. 

Of 16 ABC vice-presidents, 11 
had been with the Blue network 
or NBC. Edgar Kobak resigned as 
executive vice-president of ABC 
to become president of Mutual, 
and his place is now filled by 
Robert E. Kintner, former news- 
paper correspondent and syndi- 
cated columnist. Radio-veteran 
vice-presidents include Charles C. 
Barry (radio and television pro- 
gramming), Merwyn B. Grabhorn 
(owned and operated stations), 
Ivor Kenway (advertising), Frank 
Marx (engineering), Joseph A. 
McDonald (law), John H. Norton 
Jr., (central division), C. Nicholas 
Priaulx (treasurer), Charles E. 
Rynd (assistant secretary), Robert 
Saudek (public affairs), Don 
Searle (western division), Fred 
Thrower (sales), Thomas Velotta 
(news), and Paul Whiteman 


(music). 


ance, and 1,200 employes through- 


armine, Philco vice-president. Others are 


Pierson Mapes, vice-president, Hutchins Advertising Co., which handles Philco, and 
Mark Woods, president of ABC. 


out the country, ABC’s future rests 
on the well-tailored shoulders of 
Edward John Noble. 

The man seems to thrive on it. 
At 66 he looks as though he is just 
embarking on a new career. He 
wonders if he isn’t almost “too en- 
thusiastic’”’ about television. And 
then he says, “It will be an adver- 
tising medium second to none.” 


ws Ed Noble is a salesman turned 
showman, and he still looks a bit 
of both. He reminds one a lot of 
the late Fred Stone, the actor, and 
some of Will Rogers, without the 
drawl. He is easy to talk to, forth- 
right in his answers. The only 
question he balked on was the size 
of his fortune. He laughed at a 
report that he is one of the coun- 
try’s ten richest men. 

Born in Gouverneur, in upstate 
New York, he was torn at 12 be- 
tween West Point and a newspaper 
career. He went to Yale, but he 
did serve as a major of ordnance in 
the Army in World War I. 

A decade before that he had be- 
come salesman of textbooks, at $12 
a week. Then he sold space for 
the New York Times, and car cards 
for Ward & Gow and Barron Col- 


lier. A chocolate manufacturer in 
Cleveland on whom he called had 
recently added a line of mints to 
boost his summer business. They 
were round and had a hole in them. 
The manufacturer, Clarence A. 
Crane, called them Life Savers. 
Crane put them in every shipment 
of chocolates he made to jobbers. 
Noble told him he thought they 
were good enough to stand on their 
own. Crane said, “If you think 
they’re that good, why don’t you 
buy them?” 


a With the help of a boyhood 
chum, J. Roy Allen, Noble did. 
The price was $2,900; the year 1913. 
A decade later Allen retired from 
Life Savers, Inc., with $3,000,000, 
and in 1928 Noble sold Life Savers 
to the great new holding company 
of Drug, Inc., for $22,000,000. 

“This appreciation,” he said, 
“came wholly out of earnings.” 

Into Drug, Inc., also went Ster- 
ling Drug, Bristol-Myers, Vick 
Chemical, Rexall. When it was 
dissolved five years later, Noble 
found himself with a big piece of 
each, and richer than before. 

In 1928, at 46, or 1933, at 51, he 
could have retired with more than 
enough to keep his little family 
going. But there were too many 
things he wanted to do. Besides, 
in a way, he feared retirement: 
“IT found some insurance figures 
which showed that men who retire 
die early—within two or three 
years. I had a lot to live for. I 
wanted to tackle new and tougher 
things. 

“The Life Saver business was 
too simple. It was simply a matter 
of stamping out pills and adver- 
tising them. 


ws “I’d always wanted to own a 
newspaper. I tried to get the 
Miami Herald, then the Syracuse 
Herald. Later I was interested in 
Ralph Ingersoll’s plan for a ‘Life 
daily,’ a picture newspaper on 
coated stock, to be turned out 
on high-speed presses. But we 
couldn’t lick all the problems.” 
(Ingersoll, backed by Marshall 
Field and others, became the first 
editor of PM, now the New York 
Star.) 

Ed Noble went down to Wash- 
ington to see if he could make 
himself useful. Like every good 
upstate New Yorker from Gouv- 
erneur and Watertown, he had 
half believed that Democrats wore 
horns and cloven hooves. He was 
surprised to find himself working 
with them, first as chairman of the 
Civil Aeronautics Authority (he 
likes to fly) and then in Commerce. 

In December, 1940, Noble bought 
control of WMCA from Donald 
Flamm. Flamm claimed that Noble 
threw his weight around with the 
FCC to force him to sell and filed 
suit against him which is still un- 
decided. 


w In 1942 the Blue network’s net 
income, after taxes, was only 
$52,609, or less than a half of 1% 
of its total net sales (after dis- 
counts and rebates) of $12,463,121. 

Between 1943 and 1947, ABC 


doubled its net sales from $18. 
819,988 to $35,955,004, and boosted 
net income from $696,162 to $1. 
520,756. This year Mr. Noble ex. 
pects net sales, after discount; 
and rebates, to exceed $40,000,000 
“Confidentially,” he said, “we ex- 
pect to pass CBS soon.” 

But all this has taken—and wi! 
take—a lot of doing. “For five 
years we’ve taken the profits and 
put them back into building the 
network. This year we’re putting 
the AM radio profits into televis- 
ion.” And although ABC has de- 
clared no dividend throughout the 
five years, it will not be enough. 


w Television today is a tremen- 
dously costly operation. Last May 
ABC offered to the public, through 
Dillon, Read and other underwrit- 
ers, 500,000 shares of common stock 
at $9 per share. After underwriting 
discounts and commissions and 
other expenses, the proceeds to 
the company were $3,930,000. ABC 
also borrowed $5,000,000 from an 
institutional investor—the actual 
net proceeds being $4,971,000. 

Part of these funds went to pay 
the $4,000,000 loan of five years 
ago. Thus the amount remaining 
from last May’s transactions was 
$4,901,000. To it was added $807,- 
500 from ABC’s recent sale of 
WOOD, Grand Rapids, Mich. 

An estimated $5,325,000 of the 
$5,708,500 is being spent to start 
video operations in New York, Los 
Angeles, Chicago, San Francisco 
and Detroit. 


es It may not be enough. But if 
the new medium develops along 
movie production lines, with “lots” 
embracing acres of studios, ABC 
will be ready. The network has 
just “gambled,” as Ed Noble says, 
on a 21-year lease of a block-front 
former riding club at 66th St. and 
Central Park West, New York, and 
has leased some former movie 
studios in Hollywood. With its 
lease renewed last year, A/C’ 
headquarters will continue to ad- 
join those of NBC in the RCA 
building until March 31, 1952. 

The company is solvent. On ec 
31, 1947, American Broadca:ting 
Co., Inc., and subsidiaries had -:ul- 
rent assets of $6,077,705 and_ otal 
assets of $17,901,453. 

Of some 1,689,000 shares u'- 
standing, Mr. and Mrs. Noble an¢ 
daughter, June, and the Ed ard 
John Noble Foundation own nm 1!) 
1,000,000. The recent declin i? 
the market which brought BC 
down to $7 on the New York £ ock 
Exchange cost Noble $2,00( 000 
But he’s convinced that “the - ock 
is worth $20 or $25. In fact. he 
adds, “I recently had an off © 0! 
$25,000,000 for the company.” 


es The chief asset of any bus ¢ 
is its ability to win and hold 1a! 
ket acceptance. This requires : 12") 
qualities, among them adapta’ ility 
and resourcefulness. Thirt: -fv® 
years ago, when it was disco ere? 
that Life Savers had a tenc -n¢! 
to run amok in hot weathe . © 
Noble designed a foil packag: th 
saved the mints and the bus ne: 
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A vertising Age, November 1, 1948 59 
‘n 1943 Noble and James H.| had to fight to keep NBC and/|the $5,200,000 Paul Whiteman hour | broadcast giveaway programs,| with FCC on Sept. 24, ABC said 
V Graw Jr. of McGraw-Hill Pub-| CBS from “stealing,” among others,| was not successful. Noble was reminded of a eunuch/that “the commission does not 
li ning Co. jointly had bid that) U. S. Steel’s “Theater Guild.” who took a vow of celibacy: 
$: 000,000 which won ABC from But for practical reasons he is|s An important part of the net-| “Ed Kobak had a giveaway,” he 
2 other groups, including Dillon, | pleased over ABC’s own “stealing” | work’s “ploughing back” program | said, “but he couldn’t sell it. WHAT’S GOING ON? 
R ad (who —. opt Rng of otare on bread-and-butter | has been in advertising. ABC, for “I think there’s too much fuss ; r 
r sell the stock to the public), the | stuff. 1 networks strive to build| example, is the only one of the being made about giveaways, any- @ Manufactu and their adverting 
Pp ttsburgh Mellons with Marshall | solid-time blocks of shows to keep | four coast-to-coast networks which | way. Many people listen to this} agencies ao wing this 
F eld, and Paramount Pictures. listeners tuned to their stations.|now conducts a vigorous and con-| program (‘Stop The Music’) be-| ‘lipping service for collecting editortat — 
But McGraw withdrew and, 0n| ABC people are convinced that | sistent campaign in national maga- | cause they like it.” They seem to SS —~ a 
July 30, 1943, Noble completed the Wednesday evening — particularly | zines. It also claims unusual help- | like it better than Fred Allen, who| petitive advertising files and for dew de 
dval alone. with Philco’s Bing Crosby, Old fulness in station promotion. —endeavoring to rise above the| Yeloping sales prospects on certain 
Gold’s “Amateur Hour,” Elgin’s} Mr. Noble favors higher stand- | 3g¢h place to which he had dropped types of products and services. 
s He found himself with three/ Groucho Marx, Texaco’s Milton| ards of radio presentations, but he : ,, | New Booklet No. 10 “How Business Uses 
: ° ; ; last summer in C. E. Hooper’s Clippings” telis the whole story 
“7 7 owned stations, in New bdo ra Berle, General Foods’ Meredith| expressed some amusement over sweepstakes—has offered to re- 
cago and San Francisco, and affili- | Willson—is becoming “ABC night.” | the “code-consciousness” of com- |. ie i ; ' 
ation agreements with 162 others.| “Stop the Music” (sponsored in| petitors. He mentioned, for in- a ray Prange pyle ss = BACON'S CLIPPING BUREAU 
5 Velotte, “We concentrated on covering the| quarter-hour segments by Old| stance, NBC’s decision to postpone f rig * earans * enaatats 
tle; aif 200 leading markets, and then on/ Gojid, Eversharp, Speidel men’s mystery programs until 9:30 at| 4 I a formal 64-page brief filed 314 So. Federal St.. Chicago 4 
d, Rover improving our facilities in them,” jewelry and Smith Bros.) followed| night, in order not to chill the ed. : 
orton J, Nir. Noble explained. “Today, ABC by Winchell already has built a/| dreams of the nation’s youth. Yet “! aI ete” 2 
ot shown Mi has 270 affiliates, including five strong Sunday night block. (Win-| NBC still broadcasts “Frank Mer- 
—— —ff owned stations. But actually, num-/ chel] sponsorship will switch Jan.| riwell” adventures on Saturday at a 
n $18-@ ber of stations means little. Power | 2 from Jergens to Kaiser-Frazer.) | 10 a.m., eastern time. These re- for quality dcfeees 
boosted and acceptance are what counts.| ajco helping on Sunday is Jergens’| cently were described by Jack t j 
to $1-@ Give me 10 good ones and you! | quella Parsons. Gould, radio editor of the New a ) 0 ener av ms 
ble ex. can have all e others. wD On the other hand, ABC’s at-| York Times, as “a saga of assault, : 
iscounts “For several years we had N0| tempt last year to block out NBC | arson larceny and horror.” 
. ” ‘ ’ . a ° . cmicine. . WA 
000,000 artist of note,” he said. (ABC’s| ang CBS daytime soap operas with; As for Mutual’s decision not to BASH ene 
we ex- best-rated performers then were ¢ . s 
Winchell and Drew Pearson, still ey 26a) Aafss —— 
nd will jeaders in their field.) “Then our 
or five deal with Crosby broke the ice. 7 
its and# jt gave Bing more latitude and I -. 
ing the think it made for a better program. | ae 
putting The ‘bugs’ have been eliminated 
televis- before the listeners hear them. | 4 
las de-@ Think what cutting and editing ine 
out thei have done for the movies! ae 
ugh. “The Crosby program actually | LH 
isn’t recorded on records but on f ‘| 
remen-@ Ampex tape. Its reproduction is 1 i |i 
st May@ absolutely true.” 4 || 
hrough (Crosby’s highest Hooperating, QW/ET 
erwrit-@ recorded, on ABC was 25.8. This 
n stock was equalled by Crosby, “live,” | 
writing on NBC in 1942.) aa 
is and “Now,” Noble added, “we can : 
eds toM get any artist.” i 
). ABC if 
‘om an » Another proof that “given the 
actual show, ABC will get the rating,” 
00. came in June, 1946, when the 
to pay broadcast of the Louis-Conn fight 
— years@ on this network brought a record 
aining# Hooperating of 67.8. Th N es di 
5 wal “Although the former Blue net- e New Commodity... 
$807,- work definitely was a weak sister 
ondine eh ; PRS oettees eee tee The forty-hour week, legislated as a__ exhibits, hikes, pets, new records, holidays 
r: it, ; . % ; 
of the pre want to peas two factors, work spreader in 1933, also proved to be in Hawaii, Mexico, Alaska... Content 
> start in 1943, were in its favor. One was a slow-fused social revolution. Consider? open to every interest not too exclusive. 
rk, Los that by that time nearly all the The worker now averages only 7014 Showing people how to do less of 
inciscoM@ best periods on NBC and CBS full dav k sl full tnt daw dasotiell 
had been sold. Another was war- ull days per year at work, sleeps 51 full what they don’t like... more of what they 
time paper rationing which re- days more than he works! ... after work do, is a Chronicle policy that works very 
But iff stricted printed media. and sleep, has 172 days, 47.5% of his well with people who like The Chronicle! 
along But ABC still had to do a lot of whole sd unclaimed ‘ded fe ‘th first Bi: 
“lots"J vigorous and creative selling. It y , ae oe nee 
_ ABCHE claims to have attracted “more time faces the new problem of leisure! Tu Chronicle probably carries more 
rk has new eS Oe, ae For Californians, the solutionhas been _ general news than any paper west of New 
2 says other network.” e same time 3 Re : : 
-front it has kept old sponsors sold. relatively simple—-spend most of the 324. York international, UN, foreign 
st. and Between 1943 and 1947 net time free time outdoors. A one-season @°*%. policy, atom control, city budgets, 
k, and sales to old sponsors (who had year requires less energy. Here the ¥ bus franchises, strike issues, business, 
movie] used ABC the previous year or on of lete : \ ar a . 
th itsMf longer) climbed from $12,055,000 effec s of leisure are already evident. education... plus opinion, history, 
ABC's to $21,590,000, while new sponsor Leisure changes people... They ee /\\, Music, art, books . . . Experienced: do 
to ad-@ sales rose from $2,535,000 to $4,- relax, store up new strength, get WG) editors know people don’t read 
RCAM 363,000. The totals for the two bored, and busy . . . New interests, such heavy stuff—but Chronicle 
. combined increased from $14,590,- = ee A : : 
n Dec: 000 to $25,953,000. activities, habits follow. readers depend on it to keep informed! I. 
as ting Roughly three-fourths of ABC’s Leisure will affect business far more There are enough such readers to ) 
d cur-@ volume has been in the sale of than most business men realize... makenew put The Chronicle in every third home in Ls 
| otal network time—the rest in national snail Dilind Cities ont aned the clas cuunent Ss in elle tie I. 
seh ain Wesel cobes of caeehicate- arkets for gentleman farming and goo ie city, every fourth home in the suburbs 
ut- tion time and of package and co- books, correspondence courses, second . in every locality, income, social and 
“ pir overative shows. cars, and items toonumeroustomention... age group...And their confidence in [ 
ara . . . . - . nena - a 
carly @ Perhaps the clearest picture of including newspapers. The Chronicle makes this newspaper an | 
pn iff progress comes from the ratio of unusually resultful advertising medium, | 
BCH s; onsored to non-sponsored hours. Consrquentty, The Chronicle, avant _ that carries the load for specialty shops, | 
© ocki Tie 17-hour broadcast day, from garde and never outdone, recently started department stores, fashion merchandisers 
000. 8 am. to 1 a.m., adds up to 6,205 ; ; 
ockf b) oadcast hours in a year. In 1942 a new Leisure Section on Sunday, about... __...and gets acceptance for new products in 
t hel o ly 1,305 of these hours were glass walls to bring gardens indoors, new _super-markets, drug and grocery stores— 
fc off sj sored. In succeeding years the patios, sleeping porches... horticulture, gets more customers for merchandise 
4 ‘syonsored” figure rose to 1,765, : . 3 ‘ 
2 15. 2.920. 2971. until in 1947 it amateur animal husbandry, horse shows, _ than any other medium in this market! 
< nessm™ te .ched 3,120. Thus last year, for field trials. ..small boat sailing, glider For the quick turn or the long pull... 
var : Pings time, more than a of flying, square dances, picnic lunches... The Chronicle is your first choice—in a 
an) iC’s hours were sponsored. ae om sale ; a ' 
lity The network still emphasizes chess, clothes, cars, cameras, concerts, art _ first choice market! Ask any SWF man! 
. -five bi blie service programs. Ed Noble 
. ered 's proud of its six documentaries, rs 
ney th most recent of which was on San Francisco ronic Pp 
Ed Ccmmunism, and is especially 
- that P' ud that ABC was chosen for : : 
nessa G: odyear’s sponsorship of “Great- SAWYER, FEncuson, WALKER Co., National Representatives, 
es New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 


Story.” The ABC crowd has 
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have the authority to adopt the 
proposed rules . . . and the pro- 
posed rules are so much broader 
than a proper interpretation... 
of the Criminal Code that their 
adoption would be arbitrary, ca- 
pricious, a clear abuse of discre- 
tion, and beyond the jurisdiction 
of the commission.” 

“I don’t believe,” Ed Noble said, 
“that the FCC should be permitted 
to dictate programs.” 

Whatever the future of ABC, or 
the rest of the enterprises in which 
he is interested, Mr. Noble, at 66, 
no longer is concerned with mak- 
ing money for himself. “You can’t 
take it with you. Besides, I’ve dis- 
covered that there’s more fun and 
profit in giving. Except for nomi- 


nal amounts for my wife and 
daughter, everything I have has 
gone into the Noble Foundation— 
which liquidates itself in 20 years. 

“Only in the last two or three 
years have I found time to study 
philanthropy. I’ve found that the 
costs of administration are too 
high—sometimes 50% or more— 
and the results too low. I’m trying 
to put the foundation on a busi- 
ness-like basis, to be of as much 
help as possible to as many as 
possible.” 

Among other things, the founda- 
tion supports three hospitals in 
upstate New York. It also con- 
tributes to St. Lawrence Univer- 
sity, of which Mr. Noble is chair- 
man of the board of trustees. 
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He outlined a plan to get wealthy 
men to invest both their money 
and time in education, “without 
dividends other than those which 
come from social service and con- 
tinued usefulness.” The “St. Law- 
rence plan” would be extended to 
other colleges and universities. 


s But there are moments when 
this energetic man would like to 
get away even from this. He di- 
vides his non-business and non- 
philanthropic time between an 
apartment in the Waldorf Towers, 
an estate in the Thousand Islands 
and 25,000 acres of an island off 
the coast of Georgia. 

“Sometimes,” he said. “I think 
I’d rather make $100 raising Black 
Angus cattle in Georgia than $10,- 
000 in business.” 

But probably he’d do better than 
that in either. And his associates 
at ABC are willing to bet that, 
whatever else he undertakes, he 
will come back rather regularly, 
fascinated by the problems and the 
opportunities that are as wide as 


isthe air. 


A large paint manufacturer recently made a point that is 
well worth passing along to other advertisers who are 
interested in this great Southern market. 

The manufacturer* wrote: ... “In expansion of territory 
and opening up of new dealer accounts we have found this 
show (a half-hour live talent program over WSM) has played 
a major part in that success...” 


This is added proof that when you use WSM you add an 
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lhe Creative Ulan Corner 


Having taken a crack at shirt advertising not so long ago, 
The Corner, in this issue, would like to compliment the 
Manhattan Shirt Co. and its agency on a tasteful, sensible 
approach to the sale of a shirt. 

Apparently you can’t depend on a Manhattan to win you 
a wife, get you a raise from the boss or put across That Big 
Deal for you—but you can depend on it to have “lasting good 


looks” because of the extra care and threads that the manu- 
facturer puts into it. You get an immediate—and, what’s 
more, a tangible—extra for your money. 

The layout reflects quality, too. In the original, the back- 
ground was a soft, malted-milk brown. In The Corner’s 
opinion, the promise of lasting good looks will sell many 
more shirts than the promise of lusting good looks—and The 
Corner begs your pardon for this. 


minutes of his daily show, and Lip- 
ton’s, sponsor of “Talent Scouts,” 
are said to be interested in God- 
frey’s video services. Meanwhile, 
plans are being made for touring 
units of Arthur Godfrey amateurs. 


Godfrey Retires 


from Early Bird Show 


Jack Sexton, master of cere- 
monies on WBBM, CBS Chicago 
station, will take over Arthur God- 
frey’s early morning chores—11%4 
hours—on WCBS, New York, ef- 
fective Nov. 1. Mr. Sexton will use 
the name Jack Sterling for his 
new job. 

Mr. Godfrey, who also is giving 
up his early morning spot on . 
WTOP, Washington, reportedly is Fair, conducted by the 32nd 
freeing his time—excepting an District Agricultural Association. 
hour daily and half-hour weekly | Newspapers, supplemented by out- 
network shows — for television. | door and radio advertising, will be 


Both Chesterfield, backer of 30! used. 


To Patch & Curtis Agency 
Patch & Curtis Advertising 
Agency, Long Beach, Cal., has been 
named to handle the advertising 
and publicity of the Orange County 


e wear well... 


invisible stamp of approval to your goods in this section. 
Whether it’s paint, padlocks or petunias, the buying public 
and dealers alike know they can put their confidence in a 


WSM-advertised product. 


*Nome furnished on request. 


HARRY STONE, Gen. Mgr. + IRVING WAUGH, Com. Mgr. * EDWARD PETRY & CO., National Rep. 
$0,000 WATTS + CLEAR CHANNEL + 650 KILOCYCLES + NBC AFFILIATE 


Sieh eee aeee Une ape 


This agency is a compact service group of 5 specialized 
principals . . . copy, layout, media, research and production. 
As such, we could work out of one corner of a large agency 
but we happen to enjoy running our own show. Individually, 
we are not the greatest brains in this screwy business, but in 
four good years we have learned to work well together. V ¢ 
believe people are important, but never as important as the 
things they do and how they do them. We have kept our 
performance high, the client’s costs modest. We wear well. 
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Ad ertising Age, November 1, 1948 


Direct Mail's 
Need Urged on 
Insurance Admen 


(Continued from Page 1) 

Asserting that “life insurance 
crics out for better understand- 
ing.” he told the admen their im- 
portance to their companies will 
grow as they increase their ability 
to interpret life insurance to the 
public. 


s “Sweepstakes” awards for out- 
standing advertising efforts went 
to Prudential Insurance Co. of 
America, Franklin Life Insurance 
Co. and Union Mutual Life Insur- 
ance Co. A total of 237 exhibits 
were submitted for competition by 
160 member companies. 

During final sessions Friday, at- 
ention shifted from direct mail 
matter to effective use of radio 
and publication matter. Leslie R. 
Shope, advertising manager of 
Equitable of New York, made a 
lide presentation on “Radio as a 
fember of the Sales Team.” 

John Caples, vice-president of 
BBDO, reviewed 20 years of copy 
esting by Phoenix Mutual with 
eyed ads which enabled the firm 
o tell “exactly how many trace- 
ble sales can be credited to every 
ndividual ad.” 

His advice: Use headlines or 
llustrations that select the right 
pudience; make your ads easy to 
nderstand; make your ads be- 
ievable; feature the advertiser’s 
ame; make your ads _ specific; 
promise quick results; make each 
hd a complete sales talk; appeal to 
he reader’s self interest. 


Mr. Shoemaker castigated ad- 
nen for forgetting that “there can 
ever be any substitute for a good 
pgent and the services which he 
makes available. 

“I would try to realize that his 
prestige, ego and all the tools at 
is command must be continu- 
ously and soundly built.” 
Outlining his own impression 
ff an insurance advertising pro- 
gram, Mr. Shoemaker suggested a 
heme devoted to telling the pub- 
ic that the life insurance agent 
performs a worth while job; that 
e performs a certain number of 
ervices which could be covered 
n various advertisements. “From 
here I would go on and tell the 
keneral public, my policyholders, 
pnd my agents’ prospects, exactly 
‘hat some terms in life insurance 
nean., 

“I would increase my advertis- 
ng appropriation at the grass 
vots level and do, what I could 
0 build the agent in his own com- 
nunity through newspaper re- 
eases, special mailings and the 
like. I think I would give up na- 
Nonal advertising and spend the 
noney in the individual commun- 
ty ond in local newspapers where 
!' would do my agents some good.” 

Publication advertising, he said, 
hust be limited to a brief message, 
because “the person reading the 
ub| cation is primarily interested 
in t!e editorial content.” For this 
fas n, he said publication ads are 
sed largely to attract attention to 
he | roduct or service in an effort 
0 se ‘ure an opportunity to present 
hor information at a later date. 


Gill tte Becomes First 


Po..sor of Rose Bow! Game 

Ths 1949 Rose Bowl broadcast 
‘om Pasadena on Jan. 1 will 
“’€ soonsored for the first time, 
~ »onsor being Gillette Safety 
“820° Co., Boston, through Maxon, 
‘c., over CBS radio and televis- 
*. Columbia has acquired for 
“tee years the rights to this foot- 
‘all ame, formerly an NBC event. 
Gil ette will sponsor the Army- 
Navy gridiron clash again this 


year over the full Mutual network. 
Nov. 27. 


‘Radio Number | 
Medium Despite 
Video’: Willard 

WASHINGTON—A, D. Willard Jr., 
executive vice-president of the 
National Association of Broad- 
casters, doubts that television will 
completely replace radio—or any 
other medium. 

Before the Women’s Adver- 
tising Club here Wednesday he 
said: “Radio broadcasting has been 
and still is America’s number one 
medium of mass communication. 
That it should disappear tomorrow 
is inconceivable.” 

“Television,” he said, “will be 
another competitive activity, but 
that’s the American way. For the 
advertiser, I predict better radio, 
better newspapers, better maga- 
zines and better motion pictures, 
because they will be competing 
with television for your attention 
and your affection.” 

Meanwhile, NAB studies an- 
other service for the growing 


television industry. 

At the recommendation of its 
sales managers’ executive com- 
mittee it prepared to establish a 
“continuing file” of “result stories” 
in the field of television adver- 
tising—to parallel the file of 
“success case histories” already 
being maintained for standard and 
FM radio. 


AFM, Record Companies 


to End Recording Ban 

The American Federation of 
Musicians and representatives of 
the record companies agreed upon 
a plan for ending the recording 
ban in New York last week. Re- 
cording will be resumed as soon as 
the proposal, which calls for ad- 
ministration of the union’s royalty 
fund—the principal reason for 
the platter freeze—by a trustee, 
has been cleared with the Depart- 
ment of Justice. The Taft-Hartley 
Act outlawed the direct payment 
of the royalty fees to the union. 

In a joint statement, the AFM 
and record companies reported 
“upward revisions in the prev- 
iously proposed scale of payments 
to the public music fund” (the 


royalty fund) and agreement that 
“no payments would be made on 
records sold between Jan. 1 and 
Sept. 30, 1948.” 


Powell-Grant Moves Offices 

Powell-Grant, Inc., Detroit 
agency, has moved its offices to 
larger quarters at 1166 Penobscot 
building. 


$.$. SPECIAL 
FRISKET CEMENT 


$5.00 pergal. $1.50per qt. 
ARTEX ARTIST 


RUBBER CEMENT 


$3.50 per gal. $1.25 per qt. 


i85 North Wabash Avenue 


Chicago 1, Ill. 


O. A. FELDON & ASSOCIATES 


Publishers Representatives 


Dearborn 5272 
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METER FOR BUSINESS 


in the Journals of Commerce, executives plot business 


WS 72> 


Cc. 
a, ~ 


weather trends and raise or lower their sights to meet current conditions 


The facts of today’s events create tomorrow’s 
business and industrial trends. Men who 
govern day-to-day policies require undelayed 
day-to-day facts in order to shape plans for 
production, selling and buying. 

That is why, each morning, 200,000 busi- 
ness and industrial executives scan their 
Journals of Commerce, interpret the facts and 
make decisions to meet indicated conditions. 

For these men of top management, the 
Journals of Commerce spotlight all the signifi- 
cant news for business and industry. These 
complete daily business newspapers are edited 


solely for business, 


interests. Spot dispatches from a world-wide 
staff and exclusive, business-angled news fea- 
tures, funneled down to the specific interests 
of management executives. And to these 
executives the Journals of Commerce bring 


the day’s most vital 
No other source 


complete and authentic as the Journals of 
Commerce, the daily newspapers that are 
widely regarded as the barometer for business. 


industrial and financial 
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Do you advertise a business product or service? A commercial 
or industrial commodity? A consumer product with a top- 
income market? Have you securities to sell in a market that has 
capital to invest? Do you have an institutional message for 
top management? 

Write or telephone for the Story of the Greater Journal of 
Commerce Market and rate cards. One order buys either or 
both, for sectional or nation-wide coverage. Get to the men 
who DECIDE ....in the dailies that HELP them decide. 


TOP MANAGEMENT’S GOOD RIGHT HAND 


The Journal of Commerce, 53 Park Row, New York 15, N. Y. 


* Chicago Journal of Commerce, 12 Grand Avenue, Chicago 90, Ill. 
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Promotes Decorator Awnings 


Canvas Products Co., St. Louis, 
will introduce a new line called 
Decorator awnings next spring 

,? with full-color advertising in 
Better Homes & Gardens. Aim of 
the promotion is to place the line, 
which was designed by Dorothy 
Draper, decorator-designer, in the 
“» country’s leading department 
: stores, after which the national 
- advertising will be _ increased. 
Krupnick & Associates, St. Louis, 

is the agency. 


(Continued from Page 1) 
of media directed to specific au- 
diences. 

“The formula today that reults 
in maximum readership figures is 
seemingly pictures, and still more 
uf pictures. It may be something else 
tomorrow.” 


. remember = He praised the ABC which, for 
% Business 34 years, he said, has provided “the 

A most spectacular illustration in all 
14 Associates mt} industry of a voluntary, coopera- 
ib ; tive, and successful effort to do 

. ra a needed, all-industry job.” He 
with showed that this bureau’s work is 

z devoted predominantly toward de- 
FLOWERS termining whether “the net paid 


circulation claimed by publishers 
is truly net paid in accordance 
with the definition, regulations 
and official interpretations of the 


— 


EVERY PHYSICIAN 
IS AN M.D. 


Every graduate of a medical school has a certain 
degree of skill and experience. Some of them have 
specialized in nerves and some in bones. You em- 
ploy the medico who seems best fitted to solve 
your physical difficulty. 


If you have a peculiarly obscure condition, you 
call in the physician who has had the most special- 
ized experience in the field in which you need help. 


Wise business men apply the same principles 
when they need help for a tough marketing 
problem. 


They call in the research oganization which has 
had wide experience and is best equipped to do a 
thorough job at a reasonable price. 


National Analysts, with its recent acquisition of 
highly important processed maps of the United 
States and its sub-divisions, is equipped to outline 
a sampling plan and market research program to 
fit any situation which has developed in your 
business. 


Moreover, National Analysts has the personnel 
to outline the plan, develop the program, super- 
vise the field workers and analyze the results. 


National Analysts is equipped with maps, mate- 
rials and personnel to handle the most intricate 
area sampling job. 


We would like to tell you how efficient area 
sampling is. Within reason, research projects can 
be done for any sum you have budgeted for re- 
search. We welcome inquiries as to costs of 
specific jobs. 


A conference costs you nothing. 


NATIONAL ANALYSTS, Inc. 


Washington Philadelphia 
Executive Office — 1425 Chestnut St. — Philadelphia 2, Pa. 


San Francisco 


A Complete Marketing and Research 
Organization with National Coverage 


Butler Warns the ANA 
On Magazine ‘Readers’ 


bureau.” 
In outdoor he found that the 


Traffic Audit Bureau “has made 
considerable and useful progress. 
In radio we can only say that the 
buyer may hope for more accurate 
aids in the future ... Mechanical 
devices are attracting some de- 
served attention, and survey pro- 
cedures are surely capable of im- 
provement... ” 

“It is important to remember, 
however,” Mr. Butler explained 
that nearly all of such efforts in 
radio and outdoor, and the ABC, 
sprang from “the insistent demand 
of buyers for specific kinds of in- 
formation, and the almost indus- 
try-wide cooperation of sellers in 
trying to supply that information.” 


= But multiple readership surveys 
for magazines, he believes, are a 
new measuring device, “derived 
from an entirely different motive, 
and which has signally failed to 
gain industry-wide support. This 
device .. . holds the seed of the 
important loss of important values 
that have already been gained.” 

Without mentioning magazines 
by name he described the attempt 
(by Life) ten years ago to find how 
many people read it; Life’s un- 
derwriting of an annual study of 
four “commonly competitive” mag- 
azines, made by a group of re- 
searchers as the Magazine Audi- 
ence Group, and the replacement, 
last year, of Life by Look as its 
financial backer. “Two of the mag- 
azines (Collier’s and The Saturday 
Evening Post) have not used or 
promoted the survey results, Mr. 
Butler said, “and one, at least, has 
disclaimed belief in the audience 
attributed to it.” 


m He lambasted Life for asserting 
in a newspaper ad on Nov. 6, 1938, 
that “the desirability and need for 
such information have not been 
recognized throughout the busi- 
ness,” with the statement: “As an 
active buyer of advertising on a 
considerable scale for many years 
prior to the start of the surveys, I 
was unaware of any insistent de- 
mand from buyers that multiple 
readership figures should be col- 
lected as an additional factor in 
determining the relationship be- 
tween tangible values bought and 
dollars spent.” 

Buyers “needed no survey to tell 
them that a picture paper had 
more extensive secondary reader- 
ship (and not all of a barber-shop 
nature, by any means) than a pub- 
lication placing less reliance on 
pictorial appeal.” 

Mr. Butler then quoted from a 
recent printed statement of one of 
the magazines included in the sur- 
vey: “Magazines had to find ways 
to multiply their audiences if they 
were to claim audiences as numer- 
ous as those claimed by the radio 
broadcasters.” 

Mr. Butler said he had “the 
highest respect for the ability and 
integrity of the distinguished tech- 
nicians who comprise” the Maga- 
zine Audience Group. But he sug- 
gested “a limitation of age groups” 
on the projected figures, and he 
found some “tangible basis for a 
legitimate doubt with respect to 
the accuracy of the extraordinarily 
large totals that result from the 
survey procedure.” 


w In fact, he asserted, “the very 
necessity of establishing all these 
guards [to insure accuracy] indi- 
cates the extreme possibility of 
unreliable response.” 

He quoted from the 1946 report: 
“To be counted as a member of 
the audience, the respondent must 
express certainty of having seen 
the issue ... as well as having 
seen at least one item in the issue 


ve? 


during the detailed questioning.” 

“This,” Mr. Butler said, “is the 
kind of unit, counted in 12,000 in- 
terviews, and then subjected to 
some complex statistical extension, 
which results in many millions of 
readers claimed for the surveyed 
magazines.” 

He added that whatever such a 
survey may do, “it certainly does 
not provide the buyer with reliable 
figures of the potential numerical 
exposure of his advertisement to 
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those he wants to reach.” 
And he quoted from a cur ep 


16-page booklet by Look as gro ing 


for his. fears that such survey 


{that] has been a major fa:t 


in the development of Amer ca 


advertising.” 
The Look booklet, he said, sh »w 


Sevelecal" 


PRINTING PAPERS 


might destroy “this fair [ABC- ir 
culation] basis for rate mal ing 
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“the total number of ‘readers’ ee 
dollar of advertising expendi: uy 
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Distributed by 


ALABAMA 


Birmingham.............. Sloan Paper Company 
ARIZONA 

US inc 5 is veal d Zellerbach Paper Company 
ARKANSAS 

2” Ry re Arkansas Paper Company 
CALIFORNIA 

Dee Zellerbach Paper Company 
RO 5 er Zellerbach Paper Company 


fp ree Zellerbach Paper Company 


ee Zellerbach Paper Company 
IY ey Zellerbach Paper Company 
Sacramento .......... Zellerbach Paper Company 
SO Ser Zallerbach Paper Company 
San Francisco......... Zellerbach Paper Company 
Ss i ~Syare Zellerbach Paper Company 
EY he-ews dure ctvies Zellerbach Paper Company 
COLORADO 

TTT Pee Carpenter Poper Company 
Sac éhades crewed Carpenter Paper Company 
CONNECTICUT 

Hartford........ The Rourke-Eno Paper Co., Inc. 
West Hoven......... Bulkley, Dunton & Co., Inc. 


DISTRICT OF COLUMBIA 
Washington. ..The Barton, Duer & Koch Paper Co. 


FLORIDA . 

Jacksonville ...... Knight Brothers Paper Company 
Sy Knight Brothers Paper Company 
SS ear Knight Brothers Paper Company 
Tallahassee ...... Knight Brothers Paper Company 
Tampa ..........Knight Brothers Paper Company 
GEORGIA 

Atlanta... .. d Sloan Paper Company 


IDAHO 

Gales «ss. ..Zellerbach Paper Company 
ILLINOIS 

x4. ede ceNecha eae Berkshire Papers, Inc. 


Chicago. Chicago Paper Company 


ES Ae es _...Midland Paper Company 
INDIANA 

Indianapolis Crescent Paper Company 
1OWA 

Des Moines............ Carpenter Paper Company 
OD ere Carpenter Paper Company 
KANSAS 

ae 6 5 «swe Carpenter Paper Company 
Wichita. ..... ..Western Newspaper Union 


KENTUCKY 


Louisville..... 


LOUISIANA 


Baton Rouge 
New Orleans......... 


..The Chatfield Paper Corp. 


Lovisiana Paper Co., Ltd. 
.The D and W Paper Co. 


Shreveport........... Lovisiana Paper Co. Ltd. 
MAINE 

NS ere Carter, Rice & Company Corp. 
MARYLAND 

Baltimore........ Baltimore Paper Company, Inc. 
MASSACHUSETTS 

ee Carter, Rice & Company Corp. 
Ts cecnsaccecces Bulkley, Dunton & Co. 
Worcester........ Charles A. Esty Paper Company 
MICHIGAN 

DP insibead’s sence Seaman-Patrick Paper Co. 
Grand Rapids......... Carpenter Paper Company 
MINNESOTA 

Minneapolis .......... Carpenter Paper Company 
OO Tee Carpenter Paper Company 


MISSISSIPPI 


EL viva es ood eae ys Jackson Paper Company 
er eee Newell Paper Company 


MISSOURI 

Kansas City......... 
Serre ere rr rer Beacon Paper Company 
St. Louis..... Shaughnessy-Kniep-Hawe Paper Co. 
ey POs 6 4 Gs owen tones Tobey Fine Papers, Inc. 


MONTANA 

EE nes 6% 00 casas Carpenter Paper Company 
ch dein ths oes 4a 69 Carpenter Paper Company 
gg eee Carpenter Paper Company 
SEER Sievseeneqass Carpenter Paper Company 
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NEBRASKA 
SEN Ot 5 «cade Carpenter Paper Compo» 
Omaha........ Carpenter Paper Soon 
NEVADA 
Ge. Gos 06% Zellerbach Paper Compor 
NEW JERSEY 
Nework......... . 4. E. Linde Paper Compan, 
NEW MEXICO 
Albuquerque........ Carpenter Paper Compo» 
NEW YORK 
Albany......... Hudson Valley P. 

os ey Paper Compon) 
Ss» «i's Sack aoe A. Price & Son, 
SA Soe: Hubbs & Howe Compo» 
Re Baldwin Paper Company, |; 
New York........... Bulkley, Dunton & Co., |» 
Se The Canfield Paper ¢ 
PE, PR vs cccadeve Forest Paper Company, | 
See WUE «6s wae eka J. E. Linde Paper Compo» 
Se WES s sv ekddivasecdas A. Price & Son, |p 
RN TR, ni oe ire wi Royal Paper Corporoti« 
oie Jus oct else. Paper Service, |» 
- ateaag PRs Odes Scns dh ..Paper Service, |» 
roy.. Troy Paper Corporatic: 


Dillard Paper Company, |x 
Dillard Paper Company, In: 


NORTH DAKOTA 


, Saar .Western Newspaper Unic# 
OHIO 

Akron tee eeeees The Millcraft Paper Compo 
Cincinnati. . . The Chatfield Paper Corporat 

Cleveiand....... The Millcraft Paper Compor 
Cleveland....... The Petrequin Paper Compor 
Columbus....... The Scioto Paper Compor 
ee The Ohio & Michigan Paper ( 
OKLAHOMA 

Oklohoma City..... Carpenter Paper Compor 
VEEN. cacees Tayloe Paper Company of Oklahom 
OREGON 

ee Zellerbach Paper Compor 
Portland...... Zellerbach Paper Baer 
PENNSYLVANIA 


Philadelphia 
Philadelphia 


Paper Merchants, |n 


Pittsburgh.....The Chatfield & Woods Co. of Pe 
RHODE ISLAND 
Providence....... Carter, Rice & Company Corp 


SOUTH CAROLINA 


Greenville.......... Dillard Paper Company, nc 
TENNESSEE 
Chattanooga a ee Bond-Sanders Paper C 
Knoxville. ..«.....Southern Paper Company 
SIGs iss ssccenss Tayloe Paper Compor 
PERE SS Bond-Sonders Paper Co 
TEXAS 
ME adidaress Carpenter Paper C n 
re, Fu dik per Compo 
| a RR Carpenter Paper Compo" 
Pree Corpenter Paper Compon! 
Forth Worth........... Carpenter Paper Compo 
SE, user 06 keeeee Carpenter Paper Compo 
ere Carpenter Paper Compo" 
Lubbock ere cccesncees Carpenter Paper Compo" 
San Antonio........... Carpenter Paper C mpory 
UTAH 
Salt Lake City........ Zellerbach Paper Compory 
VIRGINIA 
Richmond............ Cauthorne Paper C mpoty 
WASHINGTON 


beddecodeawrecews Zellerbach Paper C 
....Zellerbach Paper ( 
....Zellerbach Paper ‘ 

phe ctondn Zellerbach Paper ‘ 
ate renee eee Zellerbach Paper ‘ 


WISCONSIN 


Milwaukee........... The Bover Paper « 2mpo"! 


EXPORT AGENTS 


American Poper Exports, Inc., New York, 
Cable Address: APEXINC—New Yk 


S.A 


—— 
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122 East 42nd Street, NEW YORK 17 
155 Sansome Street, SAN FRANCISCO 4 


8 South Michigan Avenue, CHICACO 3 
22 Marietta Street, N. W., ATL! NTA! 
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»g rate). There follow compa- 
hb: ‘readers-per-dollar’ figures 
r each of the four publications, 
d for 10 different classifications 
ave groups, sex, and economic 
latus. 
“his booklet admittedly is not 
fcrmal rate card. [Its] intent, 
owever, is clearly to induce the 
yer to relate expenditures to 
tals of so-called ‘readers’ instead 
a idited paid circulation . . . The 
ly thing lacking is a rate based 
e guarantee to total ‘readers.’” 


Mr. Butler pointed out that 
ans are in prospect to extend 
ch surveys to other magazines 
he Reader’s Digest, for example, 
trying to get one going in Can- 
Ha) and “to provide them with 
ponsorship that will surely invest 
em with an added aura of re- 
pectability and with increased 
esumption of validity ... 

“The Advertising Research 
oundation has accepted as a pro- 
ct the study and attempted stand- 
dization of survey techniques ap- 
ied to multiple readership,” and 


is considering a pilot study that 
could be extended to a large group 
of magazines, “if their financial 
support can be obtained.” 

Under such a “respected, buyer- 
dominated, cooperative organiza- 
tion, whose objectivity can never 
be brought into question, and 
whose definitions and procedures 
will be uniform to all publica- 
ions,” he believes progress could 
be made toward measuring mul- 
tiple readership. 

But even then Ralph Starr But- 
ler urged that “serious thought be 
given to the implications of such 
a development .. . It is high time 
for [the advertising buyer] to stop, 
look, and listen.” 


Crouch Joins Willis Agency 


E. Noel Crouch, former sales 
promotion and advertising man- 
ager in charge of the consumer 
division of the Rilling Co., New 
York, has joined Nelson Willis, 
Inc., Minneapolis, successor to the 
Lloyd William Nelson Advertising 
Agency. He will direct sales pro- 
motion and merchandising activi- 
ties of the agency. 


Linage Gain 
for Business 
Papers Forecast 


New YorKx—The Associated Busi- 
ness Papers last week reported 
that a survey of more than 1,200 
agencies reveals that 43% expect 
their clients to have larger busi- 
ness paper appropriations in 1949. 

ABP asked agencies when cli- 
ents’ 1949 business paper schedules 
will start. -January, said 86%; 
February, said 6%; and 12% said 
before January. 

As to amount of appropriations, 
43% will have larger ad budgets 
for business papers, 49% will have 
the same budgets as 1948, and 8% 
will have smaller budgets. 

Agencies were asked if their 
clients used calendar or fiscal 
years for operation: 59% said 
calendar, 11% fiscal, 30% said 


both. 

This survey reveals some inter- 
esting facts about trends. The ABP 
completed an identical survey in 
1946. At that time, 43% of the 
agencies thought clients’ business 
paper appropriations’ would be 
larger in 1947, 45% the same, 8% 
smaller, 4% did not know. In that 
year, 75% of the agencies said 
business paper schedules would 
start in January, 11% February, 
9% March, and 5% April. And 
75% of the agencies said clients 
used the calendar year for an oper- 
ation base, against 25% who said 
fiscal years were used. 

ABP received 604 responses 
from the 1,200 agencies, all of 
whom have ABP recommendation. 


Lewis Howe Signs Alan Young 


Lewis Howe Co., St. Louis, 
through Roche, Williams & Cleary, 
New York, has signed a five-year 
contract to sponsor the Alan Young 
show for Tums. The program will 
start Jan. 11, and will be heard 
Tuesday nights over NBC at 8:30 
p.m. The Young show will replace 
“Date with Judy.” 


ou casing oy PGP 


00k at Leveleoat_ 


Look at Levelcoat... 
for brightness 


Look at Levelcoat... 
for smoothness 


Illustrated here is a typical use of Leveicoat*, not an actual booklet 


Look at Levelcoat... 


for printabilt 


Sparkling as Arctic starlight is the 
sa brilliance of Levelcoat* print- 
ing paper. For the brightness of 
pa aa is more than surface deep; 
it begins with a skillful blend of 
“bri tle fibers in the very pulp 
itself. And with a lustrous coating 
of specially selected clays, Levelcoat 
emerges in fullest beauty. 


4 
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oF 
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Here’s a printing surface that’s as 
smooth as upland snow! That’s be- 
cause it’s so uniformly coated by 
Kimberly-Clark’s precision-con- 
trolled method... pose clays that 
might pass as face powder, they're 
so soft, so clean, so flour-fine. Let 
the soft glow. of Levelcoat papers 
spotlight your printed message - 


Advertisers like Levelcoat for its 
printing eae which make color 
sing or black type snap with con- 
trast. Printers like its character— 
and the uniformity which gives 
trouble-free performance ream after 
ream, run psa run. Try this beau- 
tiful paper yourself—and give your 
printing the Levelcoat lift. 


a 
4 lutte” Levelcoat* printing papers are made 


in these grades: Trufect*, Multifect* 
and Rotofect*. 


PRINTING PAPERS 
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CREATIVE 
MEN 


work faster, better... 


when they follow this 
9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS’’ 


This remarkable 6i-page book by 
James W. Young, Senior Consultant 
of J. Walter Thompson, is worth its 
weight in uranium to every man who 
must produce ideas. Gives you the 
positive 5-point program used by one 
of the highest paid men in the agen? 
business, for developing ideas that sel 
Acclaimed as the biggest little book 
ever written for advertising men, now 
in its fifth big printing. must for 
you if you are a creative man. $1.06 
on 10-day money-back guarantee. 90c 
each in quantities of 10 or more. 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 
“The Diary of an Ad Man” 


(The Jim’ Young Classic) 


A ponent volume for the man wh 
is broadening his horizons in the ad 
vertising business. As Victor O 
Schwab says, “a book about busines: 
which emits flash after flash of pene 
trating insight ... day by day guid 
ance .. . pithy case-history experi 
ences .. . usable suggestions.” .. . 
In all, 578 diary entries made during 
trying times, any one of which ma) 
suggest a_ solution 
problems. 
guarantee, 
10 or more. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING MARKETING 
AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideals that 
underlie the impressive success of 
McGraw-Hill? Here is the whole ip 
spiring and useful story, in the words 
of the late James H. McGraw, Sr. 
with an introduction by G. D. Cratn 
Jr., publisher of Industrial Marketi 
Advertising Age, etc. A basic book. ft 
the library of every man who writes 
edits, sells, or promotes in the busi 
ness or industrial fields. $1.00 op 
10-day money-back guarantee, 90c each 
in quantities of 10 or more. 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 
“Successful Sales Training” 


By Eugene Dynner 


Here is the complete, practical, and 
usable outline of the proved method 
for (1) getting new salesmen into bigh 
gear quickly, (2) developing a uni 
formly good performance pattern, (8 
making each man pay in higher 
average roduction. An _ easy-to-use 
program for sales managers who want 
more results starting now. $2.00 on 
10-day money-back guarantee. $1.80 
each in quantities of 10 or more, 


NOTE TO COPY CHIEFS 


Judging from the number of orders for 10, 
25, and more copies of these various books, 
it is clear that t ey are filling an important 
need in training programs. . queqest you 
start with a copy of the “‘5-Point Tec 

for each member of your creative staff. 


to your current 
$3.00 on 10-day money-hach 
$2.70 each in quantities of 


MAIL ORDER NOW 


|] Advertising Publications, Inc. 
yy a tee 


Please send me books as ordered below, I 
| enclose remittance with the understanding 

that I may return books for full refund in 
|| ten days if not delighted in every way. 


| copies, “‘5-Point Technique 

for Producing Ideas”’................ ee. 
copies, “‘Diary of an Ad Man’’..$_ 
copies, ‘“Teacher of Business’’..8_..___ 


| ___. copies, ‘‘Successful Sales 
I cccocnincccnsl ee s 
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WNEW Appoints Guthrie 

Robert C. Guthrie, formerly pro- 
motion manager of Elks Magazine, 
has been named director of pro- 
motion for WNEW, New York, 
succeeding John V. B. Sullivan, 
who has been named an account 
executive. 


Gets Giftware Accounts 

Betty Blue Gift Shop, Baltimore, 
giftwares, and Ethel Meserve, 
State College, Pa., giftwares, have 
placed their advertising with Van 
Diver & Carlyle, New York. : 


Smith Joins B&B 

Robert O. Smith, for the past 17 
years with Lever Bros., where he 
was division sales manager in At- 
lanta, has joined Benton & Bowles, 
New York, to handle the merchan- 
dising phase of Maxwell House 
coffee promotion. 


Wolft Adds TV Department 
Raphael G. Wolff Studios, Holly- 
wood, has addéd a television de- 
partment, with Raymond Ring, 
formerly vice-president of Seaman 
Paper Co., Chicago, in charge. 


Far 
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Results —MONTH 


fist 


Game 


AFTER MONTH! 


Fur-Fish-Game — Att'n: Mr. Harding 

“We are probably one of your oldest advertisers. The 
fact our ads have appeared in your publication month after 
month for many years is the best evidence that Fur-Fish-Game 
pays excellent dividends to the advertiser.” 

—J. W. Elwood, Northwestern School of Taxidermy 

Put Fur-Fish-Game on your 1949 schedule. Its 100,000 

sports-minded readers make it an excellent testing medium. 


The A. R. Harding Publishing Co., 175 £. Long St., Columbus 15, 0. 


Chicago 
Cole & Mason, SUperior 7-6558 


Pasadena 
J. H. Conrow & Co. 


New York 
Walter C. Elly, Murray Hill ada | 
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QUALITY REPRODUCTION IN... 


aT gS 


COLOR 
PROGSS 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates produced regularly for the lead- 
ing advertising agencies that have appeared in national 
publications. You are always assured of faithful repro- 
duction by highly skilled craftsmen whenever you use 
FAITHORN. This is an important part of FAITHORN Com- 
plete 3-in-] Service—Ad-setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order —a 
definite saving of your TIME, TROUBLE and Money. 


Phone WHitehall 


4-2300 


Movies Not Headed 
for Rocks Because 
of Video: Hyndman 


WaASHINGTON—A featured 
speaker at the week-long meeting 
of the Society of Motion Picture 
Engineers here last week, chal- 
lenged a prediction, attributed to 
ABC President Mark Woods, that 
every theater in the country would 
be closed because of television by 
1955. 

The engineers were nervous 
about the new form of competition 
but Donald F. Hyndman of East- 
man Kodak Co. said that the in- 
dustry has enough “alertness and 
ingenuity” to meet the challenge. 

Urging the theaters to project 
television on their own screens, 
he reported that equipment for 
instantaneous large-screen tele- 
vision, or intermediate film tele- 
vision could be installed for $35,000 
to $50,000. 

Informally, between sessions, 
Mr. Hyndman told reporters that 
the industry already had a taste 
of television’s impact when theater 
attendance in New York dropped 
38% the night of the Louis-Wal- 
cott fight. 


a H. J. Schlafly of 20th Century- 
Fox told how his firm had joined 
RCA in bringing the Louis-Wal- 
cott fight to the Fox Theater, 
Philadelphia. Richard Hodson, of 
Paramount, described tests of in- 
termediate film television under 
way at the Paramount Theater, 
New York. 

At an earlier session, Ralph K. 
Potter, of Bell Telephone Labora- 
tories, exhibited a “sound specto- 
graph” which makes music “vis- 
ible” by interpreting it in color. 
The total effect on the screen is 
a color blending “something like 
the action of flames,” with each 
composition retaining sufficiently 
distinctive- patterns to be recog- 
nizable by sight alone. 

Summarizing three years of 
study by the theater television 
committee which he heads, Mr. 
Hyndman said it is clearly evident 
that theater television—while not 
as good as 35 mm. film—is capable 
of providing pictures of continuing 
entertainment value. 

Warning that the radio fre- 
quency spectrum is rapidly be- 
coming overcrowded, he declared: 
“The motion picture industry must 
act now if it ever hopes to use 
television. A year from now it 
will be too late. Producers, dis- 
tributors and exhibitors alike must 
unite and approach the FCC with 
evidence that they intend imme- 
diate experimental operation,” he 
declared. 


$2,000,000 MOVIE 
AD DRIVE PLANNED 


Los ANGELES—The motion pic- 
ture industry is planning a $2,- 
000,000 advertising and public re- 
lations program to be conducted 
through a proposed Institute of 
Motion Picture Information and 
Advertising. 

Of a total of some $80,000,000 
currently spent by branches of 
the industry yearly, about $2,000,- 
000 would be set aside for the 
public relations drive—$650,000 to 
go into newspaper advertising, 
$600,000 for magazines, $450,000 
for radio, $100,000 for films and 
$50,000 for research. 


JWT Transfers Dennison 


Robert E. Dennison Jr., account 
representative in the international 
department of J. Walter Thompson 
Co., New York, has been trans- 


|Co., 
| tising. 


\ferred to JWT’s Rio de Janeiro 


office, where he will act as man- 


| ager. 


| Luongo Names Spolane 


V. J. Luongo & Co., Brooklyn, 
dental laboratory and manufac- 
turer, has named Fred’k A. Spolane 
New York, to handle its adver- 


AFA MEETING—Registering at the conven- 
tion of Fifth District, Advertising Federa- 
tion of America in Dayton is Stanley W. 
Schellenger, (left), president of the Colum- 
bus Advertising Club and new district 
governor. Looking on are F. H. Peters 
(standing), ad manager of Frigidaire and 
retiring governor, and, George Staudt, 
president of the Dayton Adclub. 


Sales Execs Intend 
to Recruit Tyros, 
Build Sales Role 


New YorKk—The National Fede- 
ration of Sales Executives will 
embark on a three-point program 
next year, Alfred Schindler, St. 
Louis, chairman of the federation, 
told a press conference last week. 

The program will embrace these 
points: (1) informing the public 
of the role which selling and dis- 
tribution must play in sustaining 
American living standards; (2) 
recruiting millions of youths in 
schools and colleges for sales 
ranks (only one in 25 now wants 
to be a salesman); (3) strenghth- 
ening the sales manager as an 
integral part of top management. 

Part of this effort is a high 
school essay contest to be held 
in 68 cities during the next few 
months, with the top winner get- 
ting $1,000 and others dividing 
$500. A guidebook for students, 
called “Selling as a Career,” has 
been prepared by the federation, 
published by the U. S. Department 
of Commerce, and distributed to 
the deans of business schools and 
placement directors of U. S. col- 
leges and universities. 


Appoints Lindsay Agency 
Dairy Specialties, Inc., Sandy 
Hook, Conn., maker of a line of 
brushes and other similar items 
used in the dairy industry, and 
a tool for cleaning shot guns, has 
named Lindsay Advertising 
Agency, New Haven, Conn., to 
handle its advertising. Advertising 
for the shot gun cleaner will start 
immediately in trade publications 
and consumer magazines. Promo- 
tion for the other products will 
start after the first of the year. 


Promotes Lees and Brooks 


John T. Lees, formerly assistant 
sales manager of A. & M. Karag- 
heusian, Inc., makers of Gulistan 
carpets, has been appointed gen- 
eral sales manager. Lewis W. 
Brooks, former sales manager of 
the company’s Philadelphia terri- 
tory, has been named assistant 
general sales manager. 


Biow Expands 
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(Continued from Page 1) 

In mid-summer the agi ncy 
caught fire: first came the Pepsi. 
Cola Co., severing a long relat op. 
ship with Newell-Emmett; ‘he 
Procter & Gamble’s Spic and Span, 
and Spic and Span of Canada 
Biow already handled Lava an 
Teel for P&G. In addition, the 
agency is reliably reported, al. 
though Biow sources will not con. 
firm it, to have two new P&¢ 
products on the ways, launching 
date uncertain. 
In addition, Biow will hand 
a television program for Emerso, 
Radio. 
In the past nine months, th 
agency’s employment roll ha 
moved up from 200 to 230. This 
15% increase reflects one of Mil 
ton Biow’s primary tenets: tha 
not the number of men in a 
operation but their quality is what 
is important. 
Accordingly, Biow’s billing 
($25,000,000 in 1947) have bee 
produced with a fast-moving staf 
about half the usual size of agen. 
cies clearing that amount of bill 
ing. 
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w The offices of the Biow Co. ar 
noted for their decor, a stri¢ 
period motif which gives th 


casual visitor a feeling that hdlhent 
has wandered into someoneMMetter 
library. ur jc 


Last week those offices wer 
filled with jubilation—and wit! 
people added to handle the loaé 
of the new business. The going 
gag, presented faithfully to each 
man as he started to leave the 
office, was “Don’t bring back : 
new account!” 


New Gift Package Pushed 
for Holiday Season 

A new gift package of Pacifi 
Northwest delicacies, packed in ‘ 
wicker picnic hamper, has beet 
introduced for the holiday season 
by Myron Foster’s Hesperian Or; 
chards, Wenatchee, Wash. Thé 
package, ranging in size from If 
to 45 pounds, includes fresh apples 
and pears, canned fruits, wil 
berry preserves, cheeses, nuts, and 
smoked oysters, crab and salmongy 

Hesperian gift packages ar 
shipped direct to consumer as gift 
packages or as fruit club member- 
ships. Promotion includes four- 
color advertising in Time and 
direct mail. Pacific National Ad- 
vertising Agency, Seattle, is the 
agency. 


Hersey Takes Ford PR Job 


William W. Hersey, formerly *— 
reporter with the New York Her-# 
ald Tribune, has been appointed 
assistant director of public rela- 
tions of the northeast region o 
Ford Motor Co., with headquarters 
in New York. 
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Hallam Associates Moves 


Hallam Associates, Inc., NeW 
York public relations firm, ha 
moved its office from 2 W. 46th 


St., to 10 W. 48th St. 
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reedom ‘Job’ Is 
; tll Ahead, Roy 


arns Canadians 
1) Spiritual Benefits 


1,199 


D..o Unsold, ACA Told 

sta on. by Agency Chief 

> they 

d Span Toronto—Canada and the 

Canada—nited States have done a mag- 

va andificent job of producing, in peace 

On, thelind in war, “but we've failed in 

ed, al-Mbiling the way of life that made 

1ot conis production possible,” Ross 

w P&GBRoy, president of Ross Roy, Inc., 

UNCingMetroit agency, charged before the 
ssociation of Canadian Adver- 

' handle cers last week. 

AME son 


Addressing the 34th annual con- 
ention of the group, Mr. Roy 


. nid: “We advertising people of 
0 This anada and the U. S. think we’re 
of Mil. retty good at selling goods, but 


shen it comes to selling an ide- 
logy, when it comes to selling 
intangible thing like our way 
f life, we fall down miserably. 
e’ve done an equally poor job 
f selling our way of life to our 
eople—an even worse job of 
lling it to people of other 
ations.” 


s: that 
in a 
is what 


billing 
fe been 
ng staf 
f agen- 
of bill. 


“We in advertising and public 
plations have a tremendous job 
head of us,” Mr. Roy declared. 
It is up to us to help manage- 
ent see the necessity for a 
etter public relations job. It is 
ur job to more than sell the 
roduct. It is our job to sell our 
dividual business institutions to 
e public as human institutions. 


Co. aré 
a stric 
es the 
that he 
meone’s 


S were 
d_ with 
he load 


> goin “In our profession we can do 

to eacif™huch to mold public opinion. But 

“ms rf is necessary that we do more 
ack ¢ 


an merely point at our pros- 
erity and say that we have 
ore of the good things of life 
d an any other people. We must 
xplain how and why we came 


Pacifi@y this good fortune. We must 
| he lways strive to produce more 


oods for more people at lower 


seas rices. But beyond that, we must 


lan Or , . EB, 

h. Thageep ever in mind the spiritual 
rom if™enefits of our freedom.” 

. apple#™ “Moving Merchandise to Mar- 
s, Wwildiet” provided the theme for the 
sc Hem hree-day convention. It was de- 


yreloped through a series of eight 


. a gift orums which featured product 
ember-presentation, market research, 
; fourf}lanning and promotion, media 
ve andivaluation, agency-client coopera- 
<4 re ion, readership studies and “Sell- 


g the Company.” 


The essence of product presen- 
ation is “merchandising alertness 
well considered foresight,” 


rk Her- anc 
Ben Nash, New York product de- 


c rela-g@elopment and industrial design 
gion offonsultant, told the opening forum. 


uartersmRffective product presentation 
taris with development of the 
proc uct or package itself, he said, 
S ind for maximum salability a pro- 
presentation must change 
m, hasmfron time to time to meet changing 
V. 46thRPirc: mstances. 

Scme manufacturers, said Mr. 
still believe that product 
pres ntation starts “when the ad- 
er’ sing and selling specialists 
bre isked to successfully market 
he ommodity. This point of view 
puts the advertising man behind 
he ight ball. So he sometimes 
ries (o create a dramatic, promo- 
on product presentation with a 
Por otional dud. However, many, 
an advertising men have put 
ark of salability in the ad- 
ements that really belonged 

product or package itself.” 


n t) 


A red Politz, president of Al- 
ted Politz Research, New York, 
*ati ed speaker at the forum on 
amt research, declared that 


data compiled from technically 
sound research can contribute 
more to the efficiency of market- 
ing and advertising than almost 
any other single operation. True 
market research, he said, is not a 
primitive operation of mass ques- 
tioning, but is the collection of 
valid factual and opinion data, 
which requires well-guarded 
sampling and questioning tech- 
niques. 

Television drew major attention 
at the forum on evaluation of ad- 
vertising media, where Carl Gaz- 
ley, with the public relations staff 
of the Audit Bureau of Circula- 
tions, Chicago, introduced the new 
film dramatizing the history and 
development of the bureau. Dr. 
Peter Langhoff, director of re- 
search, Young & Rubicam, New 
York, said he is confident manu- 
facturers, broadcasters, advertisers 
and the public will bear the heavy 
financial load of making this new 
medium a success. 

U. S. manufacturers, he said, 
have stepped up production of sets 
from 16,000 to nearly 80,000 a 
month; applicants for video licen- 
ses have increased from 89 to 430; 
the roster of advertisers has been 
expanded to 500 and the audience 
has added 550,000 families in a 
year. Completion of stations under 
construction will increase the cov- 
erage to 63,000,000 people, or 44% 
of the U. S. total, he declared. 


a Walter Craig, vice-president and 
radio director of Benton & Bowles, 
New York, expressed confidence 
that television will mature much 
faster than did radio, since pre- 
vious experience has shown it how 
to organize networks. Experiments 
indicate that the expense to adver- 
tisers will be justified, he said, 
because the medium offers them a 
worthy combination of basic ad- 
vertising qualities. 

Harry A. Kayes, J. D. Woods 
& Gordon Ltd., discussing distri- 
bution costs, said that during the 
past eight years the production 
man has carried the ball, with 
management in second place, then 
suppliers, labor and the customer, 
with sales and advertising a poor 
sixth. “Costs are too high, so where 
do we cut costs?” he asked. “In 
sales and advertising.” 

“The level of wastefulness in 
distribution is high,” he added, 
“with excess marketing being 
largely responsible. The remedy 
is to eliminate unprofitable sales. 
Marketing volume and expense 
are often out of line with poten- 
tial sales, but the primary reason 
is basing one’s budget on volume 
with insufficient consideration for 
profit.” 


a Don C. Bythell, Canadian In- 
dustries Ltd., told how his com- 
pany uses a questionnaire, “Con- 
fidential Data for Preparation of 
Advertising Program,” to shape 
the program, with ad expenditures 
allocated on a task system. An ad 
manager needs these “real truths,” 
he said, including the margin of 
profit, supply situation, quality of 
product and the most likely cus- 
tomers. 

ACA advertising awards for the 
year were presented at the closing 
dinner Friday 
evening. G. Alec 
Phare, R. C. 
Smith & Son Ltd., 
Toronto agency, 
was named as 
winner of the 
gold medal, high- 
est award made 
annually for the 
most outstanding 
contribution to 
Canadian adver- 
tising. 

Four other awards for note- 
worthy contributions were pre- 
sented to Horace T. Hunter, Mac- 
lean-Hunter Publishing Co. Ltd., 
Toronto; Roydon M. Barbour, Sat- 


G. A. Phare 


urday Night Press, Toronto; Rus- | 


the agency. 


York, is the agency. 


Home Companion. Esquire will be 


Lionel Offers Premium in 


Last Minute News Flashes 


Noma Uses Color Copy for Christmas Lights 

New York—Noma Electric Corp. will promote Noma Christmas 
lights in December with four-color ads in Ladies’ Home Journal, Look 
and The Saturday Evening Post in addition to ads in Puck—the Comic 
Weekly and the Metropolitan Group. Foster & Davies, Cleveland, is 


Newspaper Ads Make Coleo Offer 


Jersey City, N. J.—Colgate-Palmolive-Peet Co. is using newspapers 
in about 50 markets throughout the country advertising an introduc- 
tory offer for Coleo false teeth cleanser. The offer includes the 25¢ size 
bottle along with the 49¢ bottle, both for 49¢. William Esty Co., New 


Waring Blendor Ads Break This Month 


New York—Waring Products Corp. will launch a campaign this. 
month for the new Waring Blendor for liquids in Life and Woman’s 


added to the schedule in January. 


Grey Advertising Agency here handles the account. 


Christmas Ads 


New York—Lionel Corp. will launch a Christmas campaign for 
Lionel electric trains this month in 20 national magazines and more 
than 50 newspapers throughout the country. Ads offer a premium to 
children giving them three-dimensional views of model trains for 25¢ 
and a coupon from the ad. The company has been sponsoring a 15- 
minute television show on ABC Fridays, 7:30-7:45 p.m., since Oct. 22. 
Reiss Advertising, New York, is the agency. 


sel C. Ronalds, Ronalds Advertis- 
ing Agency, Montreal, and James 
Lightbody, British Columbia Elec- 
tric Railway Co., Vancouver. 

George S. Bert- 
ram, advertising 
manager of Swift 
Canadian Co. 
Ltd., Toronto, 
was elected presi- 
dent of the asso- 
ciation. He suc- 
ceeds H. J. Jack- 
son, Chrysler 
Corp. of Canada 
Ltd., who has 
served as ACA 
president for 
the past year. Other 1948-49 of- 
ficers include: Executive vice- 
president, Lee Trenholm, Provin- 
cial Paper Ltd., Toronto; vice- 
presidents, J. W. Lawrence, Bor- 
den Co. Ltd., Toronto, J. G. Hagey, 
B. F. Goodrich Rubber Co. of 
Canada Ltd., Kitchener, Ont., 
H. T. Venning, Shirriff’s Ltd., 
Toronto, and A. Usher, RCA Vic- 
tor Ltd., Montreal; treasurer, -C. 
H. Willis, Appleford Paper Pro- 
ducts Ltd., Hamilton; and secre- 
tary, John A. M. Galilee. Athol 
McQuarrie is general manager of 
the association. 


George Bertram 


ABC Joins Other Stations 
in Endorsing NAB Code 


American Broadcasting Co., 
New York, has joined the other 
major networks in endorsing the 
National Association of Broad- 
2asters code, which is to become ef- 
fective in January. 

The code requires that descrip- 
tion of prizes on a giveaway show 
be subtracted from the sponsor’s 
allotted commercial time. ABC 
proposes to count as advertising 
“any unduly detailed descriptive 
material used in connection with 
the award as well as the trade 


name of those furnishing the 
prizes.” 
Todman Calls Meeting 


to Protect Giveaway Shows 
William Todman, producer of 
“Winner Take All” and “Hit the 
Jackpot” on CBS, last week issued 
a call to 100 independent produc- 
ers to attend “an emergency ses- 
sion to formulate a united stand 
on the growing giveaway contro- 
versy before it is too late.” 
| Mr. Todman said he called the 
meeting in New York Nov. 1 on 
his own initiative to meet the 
“continuing onslaught against the 
lentertainment we produce, which 
i\now claims tens of millions of 
radio listeners as its friends.” 


Crossman Leaves Agency 


Milton R. Crossman has re- 
signed as vice-president in charge 
of industrial advertising of Cra- 
mer-Krasselt Co., Milwaukee. He 
|plans to open his own agency in 
Milwaukee. Mr. Crossman had 
/been with Cramer-Krasselt for 
eight years. 


Radio Writers Set 
to Picket Today 


New Yorx—The Radio Writers 
Guild has set today (Nov. 1) as 
the deadline to start picketing the 
network radio programs which are 
still on its unfair list. 

Some 64 programs had not been 
covered by letters of adherence to 
the network minimum basic agree- 
ment as AA went to press. A net- 
work count showed 25 CBS, 24 
NBC, 9 MBS and 6 ABC programs 
affected. Procter & Gamble had 9 
shows on the list. 

The guild was to meet Sunday 
(Oct. 31) with leading radio spon- 
sors at the request of the federal 
mediator who has been attempt- 
ing to resolve the dispute since 
Oct. 25, when the radio writers 
started their walkout. 


Spiffy Campaign Launched 

Crest Specialty, Chicago, manu- 
facturer of Spiffy invisible collar 
Stay-down, has launched a new 
national campaign built around 
the “Spiffy Secret Circle” of collar 
stay-down smartness. The cam- 
paign features testimonials of fam- 
ous personalities who belong to 
the Spiffy Secret Circle in a series 
of quarter-page ads. Collier’s, 
Esquire, Pic and The Saturday 
Evening Post are being used. Top 
names in the movies, radio, sports, 
magazine and newspaper fields will 
receive special invitations to be- 
come members of the Spiffy Secret 
Circle. Kuttner & Kuttner, Chi- 
cago, is the agency. 


Farm Paper Representatives 
Set ‘48 Party for Nov. 23 


The Farm Paper Publishers Rep- 
resentatives Association of Chi- 
cago will hold its annual party for 
agency account and media execu- 
tives at the Sheraton Hotel, Chi- 
cago, on Nov. 23. 

As in past years, a feature of the 
party will be the door prizes of 
farm produce donated by the par- 
ticipating publications. Harry Tho- 
mas of Southern Planter is chair- 
man of the association. 


Philip Morris Changes 


_ Philip Morris & Co., New York, 
is replacing Phil Baker’s “Every- 
body Wins” (Friday, 10 p.m., EST) 
with a 30-minute drama. Burt 
Lancaster stars in the opening pro- 
duction Nov. 5 over CBS. Biow 
Co., New York, is the agency. 


Names Hixson & Jorgensen 


Payne Furnace Co., Beverly 
Hills, Cal., manufacturer of a line 
of vented gas heating equipment 
and a line of CoolerAir evaporative 
coolers, has placed its advertising 
with Hixson & Jorgensen, Inc., 
Los Angeles. 


Whipple Agency Moves 


Claude E. Whipple Advertising, 
Detroit, has moved its offices to 


larger quarters at 17 Brady St. 


Radio Free Riders 
Frowned Upon By 
NAB Committee 


WASHINGTON — The sales man- 
agers executive committee of the 
National Association of Broad- 
casters last week scorned the in- 
creasing number of schemes for 
getting radio mention without 
paying. Among the devices con- 
demned were: 

1. “Buying” of radio time on 
giveaway programs with mer- 
chandise for award as prizes; 

2. Requests for free time for 
commercial promotions “masquer- 
ading as public interest features;” 

3. The mushrooming number of 
“per inquiry” and contingent “non 
risk” advertising propositions be- 
ing made to stations. 

During its two day session, the 
committee also recommended elim- 
ination of “hiatus periods” from 
network and station program 
schedules, contending that such 
hiatus grants in contracts discour- 
age year around use of radio by 
advertisers. 

“The failure of some national 
advertisers to use radio as a me- 
dium during the summer months,” 
the resolution said, “tends to dis- 
courage radio listening in general 
and is not in the best interests of 
those advertisers who adhere to 
their summertime schedules, both 
local and national.” 


s As to the manufacturers who 
are getting free mention on give- 
aways, the sales managers re- 
solved that they should be buying 
time at the established rates. 

To screen out commercial pro- 
motions disguised as “public in- 
terest” features, the committee 
offered a check list: Determine 
whether they are using paid ads 
in other media; study their news- 
worthiness, and learn whether 
there is an admission charge. 

The committee said “per in- 
quiry” deals are unfair to other 
advertisers, a violation of the 
NAB-Four A’s standard contract 
and probably illegal. 

“In the belief of the committee,” 
it was said, “an advertiser abiding 
by the. terms of the contract has 
a legitimate cause of action against 
any . station which breaches its 
contracts by allowing what in 
effect amounts to a lower or more 
favorable rate.” 


Two Chicago Dailies 
Alter Food Sections 


CuiIcaGo—Two Chicago dailies 
have revamped and expanded 
their food sections, which run dur- 
ing the heavy shopping days at 
the end of the week, in order to 
bring both food news and features 
and advertising together in one 
department. 

The Sun-Times carries a food 
section of about 16 pages in its 
Thursday evening and Friday 
morning issues, while the Herald- 
American devotes its entire center 
section on Thursdays to food news 
and women’s features. 

Both carry budget stories and 
menus, dollar-stretching bargain 
buys, and stories on new gadgets 
and gimmicks to help make 
kitchen work more enjoyable. 


NBC Promotes McFadden 

Operations of NBC’s outlets in 
New York, WNBC, WNBC-FM, 
and WNBT will be integrated un- 
der Thomas B. McFadden, who 
has been appointed manager of 
all three stations. He has been 
manager of WNBC since June. 
John H. Reber, now assistant to 
the television production manager, 
has been named program manager 
of WNBT. 


Toni Promotes Friedman 

George J. Friedman, western re- 
gional sales manager of Toni Co., 
Chicago, has been named general 


sales manager of the company. 
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graphers and stationers for “fine” 
papers, including sulphite, rag 
bond, book and cover paper, mim- 
eograph and duplicator papers. 
_ Only a few weeks ago, the sev- 
enth circuit court of appeals in 
Chicago approved a commission 
1945 order designed to force 
changes in pricing systems used by 
manufacturers of book paper. The 
book paper case, involving uni- 
form delivered zone prices, is still 
subject to appeal to the U. S. 
Supreme Court. 

Tuesday’s complaint is directed 


Paper Prices 
- Hit in New 
'> Charge by FTC 


; WASHINGTON—FTC launched a 
. fresh attack on paper prices Tues- 
te day, charging that a conspiracy at 
the distributor level “enhances” 
prices asked from printers, litho- 
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BANK DEBITS' = 
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Bank debits, as reported by the Federal 
Reserve Bank, once again emphasize 
Worcester’s leadership in business activity 
over other New England metropolitan 
centers. For the first nine months in 1948, 
Worcester’s bank debits rose 12.7% above 
the same period in 1947, an increase 
greater than Boston, Providence, Hartford, 
Portland, Springfield or Bridgeport and 
4.8% above the New England average. 
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Increasing bank debits in Worcester are 
betoming perennial. They rose 12.1% in 
1946 over 1945, and 8.7% in 1947 over 


_ WORCESTER, MASSACHUSETTS 


GEORGE f BooTn PubGi sher- 


“MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES. 


ad — fh eee. 


Concentrate your selling messages in the 
medium that covers this highly prosperous 
Central New England Market, the 
Worcester Telegram-Gazette. Daily circula- 
tion in excess of 140,000, Sunday over 
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Here Is An Idea! \ 


Let us make quantity color 
blow-ups of your four-color ads— 
they'te perfect for window streamers 
and backgrounds, point-of-sale pieces. 
And YOU save because there's no 
additional art work or composition cost 
the way we do it! 


WRITE TODAY FOR OUR FREE COLOR 
BLOW-UP PACKET AND SEE ACTUAL 
EXAMPLES OF WHAT WE'RE DOING 
FOR MANY NATIONAL ADVERTISERS 
AT SURPRISINGLY LOW COST! 


RAPID COPY SERVICE 
123 North Wacker. Drive 
Chicago 6, Illinois 


PHONE: STate 2-5977 


at the National Paper Trade As- 
sociation, 23 regional paper trade 
associations and nearly 100 paper 
distributors said to constitute a 
group “so large and influential 
that they are able to substantially 
dominate and control the market.” 


@ Keystone of the conspiracy, 
according to the commission, is 
a “blue book” prepared and dis- 
tributed by the National Paper 
Trade Association setting out “in 
minute detail” a formula for 
quoting on “fine” papers. 
Through uniform cost account- 
ing systems, uniform and identical 
systems of delivery cost allowance 
and freight equalization, uniform 


/}and identical markups, exchanges 


of price data, policing and other 
devices, the conspiracy increased 
prices paid by purchasers “above 
those which would prevail under 
a condition of natural, normal and 
free competition,” FTC said. 

The jobbers, wholesalers and 


4 other dealers involved in the com- 
}| plaint serve retailers and printers. 


s In addition to their “blue book” 
for “fine papers,” they were said 
to use a “brown book” for com- 
puting prices for kraft and cor- 
rugated paper, toilet tissue, paper 


“| board, gummed tape and drinking 
. | cups. 


Besides its case against book 


||paper makers, the commission in 


recent years has proceeded against 
tag 
manufacturers, and other segments 


a of the paper industry. 


\|G. H. CARTER 


New Yorx—George Henry Car- 
ter, 74, former Public Printer of 
the United States and a printing 


-)}|consultant and engineer, died on 
|| Oct, 22 at his home after an illness 


of several months. 

Mr. Carter was named Public 
Printer by President Harding in 
1921 and served until 1934. Mr. 
Carter had been a member of the 
New York Board of Commercial 
Arbitration for Graphic Arts and 
the Dobbins Vocational Printing 
School of Philadelphia. 


FLINT GARRISON 
Waite Prats, N. Y.—Flint Gar- 


|| rison, 71, special consultant to the 


Wholesale Dry Goods Institute and 


®|editor and publisher of Garrison’s, 


a magazine for independent retail 
dry goods merchants, died at the 
White Plains Hospital on Oct. 21. 

Mr. Garrison was also president 
of the Garrison-Wagner Printing 
Co., St. Louis, and a member of 


the small business advisory com- 
5 | mittee of the Department of Com- 
/} merce. 


RICHARD L. CASS 


Cuicaco—Richard L. Cass, for 
the past 15 years publisher and 
business manager of Food Retail- 
ing Magazine, died here Oct. 22 
following an operation. He was 44. 

Mr. Cass had taken over active 
management of the monthly pub- 
lication when his father, William 
R. Cass, relinquished those duties. 
The elder Mr. Cass has continued 
to serve as editor. 


OSCAR F. COOPER 


Wiimincron, N. C.—Oscar Fleet 
Cooper, 70, advertising manager of 
the Atlantic Coast Line Railroad 
since 1923, died Oct. 16. He had 
planned and directed advertising 
campaigns covering the company’s 
entire system. 


BENJAMIN KOSTICK 


BurraLo, N. Y.—Benjamin H. 
Kostick, vice-president and mer- 
chandising manager of Kleinhans 
Co., died here Oct. 24. He joined 
Kleinhans as advertising manager 
in 1921, and was named vice- 
president and merchandising chief 
in 1934. 


Nielsen Figures on Top-Rated Sho 


TOTAL AUDIENCE AVERAGE AUDIENCE 

Cur. Prev Cur. Points | Cur. Prev. Cur. 
Rank Rank Program Rating Rank Rank Program Rating 
1 2 Lux Radio Theater...... 25.4 +66) 1 5 Lux Radio Theater...... 18 
2 15 Godfrey's Talent Scouts..218 +7.5| 2 1 Mr. — obwte 0psanee 17 
3 am | RPA eee 20.6 +2.1) 3 S Ls cisceehes ost 16 
4 Fe = Oe 198 +26) 4 2 This > . £. 15. 
5 in Te DE ahicewcccces 19.6 —| 5 17 + way s Talent Scouts. .14. 
6 — Zale vs. Cerdan ........ 19.6 —/| 6 — Bob Hope ............ 14, 
7 3 This is Your FBI ..... 18.1 +08) 7 4 Crime Photographer ....13 
8 31 Call the Police ........ 16.1 +65/| & 6 Jergens Journal ........ 13. 
9 5 Crime Photographer ....18.0 +24) 9 21 «Life of Riley .......... 13 
10 6 Break the Bank........ 17.3 +2.2/)10 8 Mr. District Attorney ..12 
ll 14 Mystery Theater ....... 17.2 +33)11 — le vs. Cerdan ...... 12. 
12 13 FBI in Peace and War..17.0 +1.5 | 12 32 Call the Police ........ 12. 
13 35 Life of Riley ......... 16.3 +43/13 9 Stop the Music (4th Qtr.).12. 
4 — Gov. T. E. Dewey (CBS) .15.9 —i14 7 Break the Bank ....... 12 
15 10 Mr. District Attorney...15.6 +1.2/15 12 Mystery Theater ....... 12. 
16 2 , Me EE ono sc hower 15.5 +1.6/16 14 FBI in Peace and War. .11. 
17 19 Stop the Music (4th Qtr.).15.4 +3.4 17 15 Stop the Music (3rd Qtr.).11. 
18 8 Jergens Journal ....... 15.3 +0.9/|18 — Big Town ............ 11. 
19 21 The “Fat Man’’........ 15.1 +15 /19 10 People Are Funny ..... 11. 
20 28 Inner Sanctum ........ 15.1 +3.0 | 20 31 The Big Story ........ 11. 

EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 
1 SET ches ck det 11.1 +10; 1 1 Lome Ranger .......... 8.2 
2 2 Edward R. Murrow...... 9.0 +12) 2 2 Edward R. Murrow...... 7.0 
3 4 Jack Smith Show ...... 86 +19| 3 5 Jack Smith Show........ 6.7 

DAYTIME, 2 TO 5 A WEEK, 15-30 MINUTE PROGRAMS 
1 1 When Girl Marries...... 10.1 +01; 1 1 When Girl Marries...... 8.8 
2 2 Young Widder Brown.... 9.6 +0.4/ 2 2 Backstage Wife ......... 8. 
3 3 Backstage Wife ....... 94 +04) 3 3 Young Widder Brown.... 8. 
4 5 Right to Happiness..... 94 +06) 4 5 Right to Happiness...... 8 
5 6 Arthur Godfrey 5 1l Ma Perkins (CBS)...... 8. 

(Ligg. & Myers).... 9.3 0.0 
6 1l Ma Perkins (CBS)..... 91 +08)/ 6 8 Pepper Young's ane . 8. 
7 \ Se » —sePyrt 9.0 +11) 7 7 Our Gal, Sunday........ 7. 
8 S$ Our Gal, Sunday....... 88 +0.7/| 8 DO BE shxbvescséccce 7. 
g 9 Pepper Young's ‘ 8.7 +06/ 9 © Ge Sano <d 00 see 7. 
10 Te Eb cecccesd 8.7 +0.4/10 9 Arthur Godfrey 
Ligg. & Myers)...... 7. 
ll 4 Portia Faces Life...... 8.7 —0.2) 11 4 Portia Faces Life....... 7. 
12 12 Wendy Warren ........ 8.6 +0.4/12 17 Romance of Helen Trent.. 7. 
13 10 Lorenzo Jones ........ 85 +0.7/13 12 Wendy Warren ......... 7. 
14 16 Romance of Helen Trent. 8.2 +0.8/14 10 Lorenzo Jones .......... y 3 
15 20 Ma Perkins (NBC) .... 8.0 +1.0 13 Second Mrs. Burton...... 6. 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 
1 — County Fair............ 11.4 —1.0; 1 1 Grand Central Station.... 9.0 
2 2 Grand central Station....11.0 +15); 2 — St UU dedecbde 06% 8.1 
3 1 Armstrong Theater ...... 0.0 0.3| 3 2 Armstrong Theater....... 75 + 
4 — David Harding Counter Spy 9.4 —| 4 D Ge We Ws bees ec ons 7.3 + 
5 4 Adventures of Archie 

5 Be EE Es v0 o duedeses 90 +13 PD. cthepudsbesa 6.6 


Dewey and Zale 
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Week of Sept. 19-25, 1948 
All figures copyright by A. C. Nielsen Company 


EVENING, ONCE-A-WEEK, 


15-60 MINUTE PROGRAMS 
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Crash the Top 20 
on Nielsen Rating 


Cuicaco—Two special  pro- 
grams hit A. C. Nielsen’s top 
20 evening radio listing for the 
week of Sept. 19-25. Governor 
Dewey’s speech over CBS on Mon- 
day, Sept. 20, landed in 14th place 
and the Zale-Cerdan fight the next 
day over Mutual took sixth posi- 
tion. 

The program ratings showed 
Bob Hope (now Swan soap) in 
the fifth slot, while “Lux Radio 
Theater” moved up to first place. 
Largest point gain was scored by 
Godfrey’s Talent Scouts (Lipton’s 
tea), which moved up from 15th 
to second place with an unusual 
7.5 point gain. 

“Call the Police” (Lever) 
climbed from 31st to 8th position 
on a solid 6.5 point increase in 
listening. P&G’s “Life of Riley” 
moved from 35th to 13th place, 
Bromo Seltzer’s “Inner Sanctum” 
from 28th to 20th, and the “Jergens 
Journal” continued its erratic up- 
down movements with a slide 
from eighth to 18th place. 


= Despite the outstanding shifts 
in program popularity since the 
last report by A. C. Nielsen Co., 
the top 20 shows are more stable 
than previously, and apparently 


programs, 


(Borden) 
Counterspy” 


are settling down somewhat { 
the winter season ahead. 

The stability is apparent a 
in the daytimers. Whereas |! 
latest report showed an extensit 
reshuffling, the first five sho 
on the latest report were lit 
changed from the previous listin 

Among the daytime weeke 
“Armstrong Theate 
usually in the top slot, dropp 
to third place, and “County Fai 
“David Hardil 
(Universal Matec! 


and 


joined the select five. 


Starzel Promoted 


Frank J. Starzel, assistant ge 
eral manager in charge of co 
munications and newspaper me! 
bership relations for the past fi 
years, has been appointed gene 
manager of the Associated Pre 
New York. Kent Cooper, who 
been general manager and exec 
tive director, will continue to he 


the latter position. 


Payson Names Gotthardt 


C. J. Gotthardt, former regio 
merchandiser in the retail sto 
division of Montgomery Ward 
Co., Chicago, has been appoint 
general manager of the Paysq@sa 
Corp., New York, manufacturer 


paints and varnishes. 


Simmons Elects Gilroy 


N. T. Gilroy, vice-presic 2nt 
charge of sales of Simmors © 
New York, has been electe: 


rector of the company. 
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°w#Admen Studying 
Magazine Trend; 
_ Newsstands Off 


$ 9% (Continued from Page 1) 

« ‘Ue i}ing to admit even contemplat- 
3 +Ming a similar move. 

0 ZB Advertisers insisted, however, 
3 +lBha' the Ladies’ Home Journal ac- 
9 _fkion was not only sound and cou- 


ag-ous, but also highly significant, 
hs marking the end of the era of 
ising circulations. General adver- 
iser opinion seemed to be that 
irculations of national magazines 
yould now stabilize or fall off 
@lightly, a condition which they 
prefer to the re-introduction of 
‘high pressure” promotion meth- 
pds designed to hold circulations 
nt “artificial” levels. 


Release this week of S-M News 
o.’s semi-annual box score of 
"nagazine newsstand sales added 
nterest to the controversy. Of 93 
ublications which issued, ABC 
tatements for the first six months 
pf 1948, 47 showed newsstand 
osses over the corresponding pe- 
iod of 1947, and 46 showed gains, 

nccording to the S-M tabulation. 
™ Combined losses of the 47 whose 
ewsstand sales declined totaled 
8,082,937, while the combined 
zains of the other publications 
dded up only to 2,717,638. Thus, 
: he 94 publications together 
5 .mphowed a net loss in newsstand 
3 4 
6 


4 Rricod whir tne 


RemREAY ReRioD YEE 


ales, for the first six months of 
1948 compared with the same pe- 
iod last year, of 365,299. 


This figure embraces newsstand 
sales only, and takes no account 
f subscription sales for any of 
he publications. The over-all 
ewsstand loss is only a modest 
raction of the publications’ total 
‘irculations and from that stand- 
oint is not significant. However, 
he fact that 47 publications 
howed a loss, as against only 46 
howing an increase, seems to in- 
Bxicate clearly that newsstand sales 
mere on a plateau, with a moderate 
downward trend indicated. 
The loss trend seemed general 
hroughout the list, affecting the 
big weeklies, women’s magazines 
and others, while the plus marks 
eemed clustered around the movie 
and confession books, the men’s 
publications, and various special- 
ized publications. 


# As an indication of what has 
happened, here are the records of 
the 15 magazines with the largest 
newsstand circulation for the first 
_ fix months this year: 

>g10 Publication Copy Gain % Gain 
‘ard Life 
Ladies’ Home Journal..... 165,974L 7.4L 


True Confessions 
Saturday Evening Post..... 


4.7L 

2 eet Pree 140,261L 7.9L 
Woman’s Home Companion.119,550L 7.4L 

Gl ee iced 6 bade a0%4 92 100,564L 6.8L 

ene ME oo cha shh oat 48,640G 3.8G 

Better Homes & Gardens.. 77,083L 6.5L 

Good Housekeeping ....... 107,297L 8.8L 

ont Modern Romances ........ 108,382G 11.6G 
- C DS Sete cates aves tintene 75,031G 17.8G 
s TD .ceumecsd dev seccocrcesos 22,094G 2.4G 
a GiModern Screen ..........+- 195L — 
American Magazine ...... 64,030L 6.6L 


' (ther publications which S-M 
teports as having lost 10% or more 
In bewsstand circulation this year 
a :gainst last include: 
Cosmopolitan, down 126,182 or 
13.°%; American Home, down 
343.194 or 29.5%; Miss America, 
dow. 265,097 or 37.5%; Calling 
All Firls, down 112,839 or 21.8%; 
Mov ieland, down 129,687 or 29.1%; 
Tine, down 37,524 or 11.8%; 
Movies, down 43,770 or 13.7%; 
Try Experiences, down 117,375 
& 0.2%; Movie Stars Parade, 
tow 45,479 or 14.9%; Screen 
Guic e, down 110,805 or 31%; News- 
wee, down 67,317 or 29.1%; Polly 
Pigt ils, down 60,123 or 29.7%; 
. Camera, down 21,867 or 


B4c,; Flying, down 18,448 or 


17.1%; Outdoors, down 29,037 or 
30.4%; Skyways, down 17,603 or 
22.3%; and Junior Bazaar, down 
12,270 or 17.6%. 


ws On the other hand, substantial 
gains were shown by those publi- 
cations on the plus side of the 
ledger, with 27 of the 46 gaining 
from 10 to 82%, as follows: 

True Confessions, up 193,752 or 
12.2%; Modern Romances, up 108,- 
382 or 11.6%; Today’s Woman, up 
83,569 or 12.3%; Motion Picture, 
up 204,013 or 37.8%; Liberty, up 
101,127 or 16.3%; Popular Science, 
up 98,873 or 17.7%; Personal Ro- 
mances, up 123,919 or 25.4%; 
Mechanix Illustrated, up 103,500 
or 20.4%; Real Story, up 73,494 or 
15.1%; Real Romances, up 72,842 
or 17.3%; Sport, up 110,983 or 
29.2%; Charm, up 128,197 or 
35.6%; Glamour, up 137,267 or 
40%; Argosy, up 208,022 or 82.1%; 
Radio Mirror, up 53,144 or 13.7%; 


Silver Screen, up 71,499 or 21.4%; 
Outdoor Life, up 51,422 or 16.3%; 
Mademoiselle, up 68,988 or’ 30.9%; 
House Beautiful, up 42,398 or 
21.3%; Vogue Pattern Book, up 
74,171 or 49.1%; House & Garden, 
up 78,917 or 61%; Everybody’s 
Digest, up 45,737 or 32.2%; Vogue, 
up 29,709 or 27.7%; Radio News, 
up 44,075 or 47.9%; Harper’s Ba- 
zaar, up 38,092 or 46.9%; Sunset, 
up 15,797 or 19%; Radio-Craft, up 
17,425 or 36.6%. 


ws Comics and other groups still 
seem to be doing well. National 
Comics Group had a gain of 54.9% 
in copies sold during the first six 
months; Fawcett Comics was up 
27.8%; Marvel was up 18%; Thrill- 
ing Comics up 4%, and Harvey 
Comics up 50.6%. On the other 
hand, some of the comics groups 
and most of the fiction groups 
showed losses. 


Appoints Mrs. Fontaine 
Annette Fontaine, formerly with 
Wesley Associates, New York, has 
been appointed director of adver- 
tising, publicity and promotion for 
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Ameritex and women’s and men’s 
wear fabrics made by Cohn-Hall- 
Marx Co., New York, a division of 
United Merchants & Manufac- 
turers. 


ALLEN - KLAPP CO. 


more retail 
display advertising 


- » « during the first 9 months of 1948, The News- 
Sentinel published 450,434 more lines of Retail 
Display advertising than was published by Fort 
Wayne's morning and Sunday papers combined. 


Read in more than 9 out of 10 homes in Fort Wayne 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


@ NEW YORK — CHICAGO — DETROIT 


, BUYER 
4 et RINTING PRODUCTS CORPORATION 


Gan Do F 


Equipment and Organization is unusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization te 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention j 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


HERE is a large volume of the kind of printing Printing Products 
Corporation is best pes: ae and organized to produce, so if in 


doubt, it is best to write or phone what is wanted and information will 


be promptly given. 


Here is complete equipment and organization to handle all or any part 
orders in which we specialize—from ILLUSTRATIONS 
to MAILING. 


of printin 
and COP 


Printing Products Corporation has system. No orders 


tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt o 


Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing — 
Products Corporation and associates over $1,000,000 highest standing. 


because of up-to-date equipment and best workmen. 


because of automatic machinery and day and night operation. 


Proper Zuality 
Zuich Delivery 
Right Price 


cuts and copy until delivered. 


t lost or side- 


because of superior facilities and efficient management. 


A — connection with a large, reliable printing establishment 
will save much anxiety regarding attentive service, ¢ 


quality and delivery. 


LUTHER C. ROGERS 

Board Chairman and 

Management Advisor 
L. C. HOPPE 

<5 ‘Vice Chairman 
and Managing Director 

A. BR. SCHULZ 

President and 


ag 


| L 
we ARE STRONG on OUR spect 


Doodle 


(THE FORMER ROGERS AND HALL CO. 


PRINTER SPECIALISTS 


Artists - Engravers - Electrotypers 


Telephone Wabash 3380—Local and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


-. ‘Director of Sales 


A SAVING is 


* 
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ow 
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A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


New Display Type 
for all printing orders. 


Clean Linotype 
Monotype and Ludlow 
typesetting. 


All Standard Faces 


of type and special 
faces, if desired. 


Good Presswork— 
one or more colors. 


Facilities for Binding 


as fast as the presses 
print. 


Mailing and Delivery 


service as fast as 
copies are completed. 


often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


axe? 


6; ; dee E 
MPANY) | 3 


H. J]. WHITCOMB 
Vice President and 
Assistant Director of 

es 
L. C. HOPPE 
Secretary 
«W. E. FREELAND 
Treasurer 
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P “more and more of my hours of reading ~~ 0 A 


mone} 
brash 
7 are devoted to UHL, Cel Demp 
. Mill 
of De’ 
: : on Ne 
CHARLES E. WILSON, President, General Electric Company and Formerly Vice-Chairman of the WPB fs", 
Sard new Cc 
¥ os 
a b. Jacl 
) ... “More and more of my hours of reading are devoted to beg a 
. the business press. I think this is true of business men generally ea color | 
in these complex days. You editors of the business press: People eee ing Pr 
i take you very seriously. They believe what you say. Bake 
g é Con 
“I remember that the business press created miracles of pro- mee Ee signed 
duction during the war years by their efforts. I will be ever oa 
fl grateful for the business press,” said Mr. Wilson recently. in — 
; thing 
r Yes... More and more top management is turning to the business press. alieed 2s , 
t. Major decisions made under stress of critical events require the sound, Special Merchandising Magazines se bn 
selective information and “know how” that only the business press is cs studer 
M equipped to deliver. Top management has precious little time for reading. — eS a Seen a 
ig That’s why business papers take priority. hie + LINENS AND DOMESTICS - CROCKERY AND GLASS JOURNAL "a 
The Haire Publications, in twelve specialized merchandising fields, are | . CORSET AND UNDERWEAR REVIEW + FASHION ACCESSORIES Al 
) delivering monthly the “know how” to top management executives in the riba 
retail field. . + INFANTS’ & CHILDREN’S REVIEW - HANDBAG BUYER Tum 
, . E 6d 1m 
These are retailers, merchandise men, buyers — the very people on . + LUGGAGE & LEATHER GOODS - NOTION AND NOVELTY REVIEW th is 
whom you depend to move your merchandise into the hands of America’s . 
consumers. wae + AIRPORTS & AIR CARRIERS - COSMETICS AND TOILETRIES fia 
* th: ¢ 
Haire Publications are “MUST” reading for these executives. ESS ee More Effective because They’re More Sell-ective . ger 
| ; ent, 
. Via’ 
, iy te oa 
HAIRE PUBLISHING COMPANY. 1170 BROADWAY, NEW YORK 1- BOSTON - PITTSBURGH - CHICAGO - DETROIT - ST. LOUIS - LOS ANGELES - ATLANTA~ LONDON les 
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